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NOTHER American City 


— San Antonio — is air 
| conditioned to a point of near 
| perfection by nature. Neverthe- 
| less in the Robt. E. Lee Hotel the 
cautious management knows the 
value of evenly distributing the 


air in the guest rooms. 


HUNTER Century 36° ceiling 


| fans are being installed through- 


| out the house. 


‘HUNTER FAN & 
| VENTILATING CO, INC. 


Factory: FULTON, N. Y. 


General Sales ©. fices: 
Memphis, Sterick Bldg, 


Eastern Sales Ofsicee: 
New York, 92 War.cn Stre't 


Sales Offices: 
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JET CLEVELAND ATLANTA 
HICAGO ST. LOUIS NEW ORLEANS 
PITTSBURGH WASHINGTON 
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FOR ACCURATE AND EFFICIENT 


SANGAM 0 


TYPE J-33 PORTABLE TEST METER 


Providing the most modern design 

details, including minimum size and 

light weight, the new Sangamo Type 

J-33 Portable Test Meter is especially 

adapted to the accurate and efficient 

testing of watthour meters of the 

capacities usually employed in residen- 

tial service. Designed with separate 

terminals for each of its three current : 

coils, Type J-33 is in keeping with the Rls es ii i 


i ees terminals are used 
high standard set by other Sangamo i, a a ee 


current ranges—l, 5, 


Type J Portable Test Meters. > and 15 amperes. 


SAN GAM 0 


TYPE J-5 AND J-3 METERS 


In both the J-5 and J-3 meters a se- 

lector switch is used for current coil 

selection. Type J-5 has five current 

coils rated at 1, 5, 10, 25, and 50 

amperes; Type J-3 has three current 

coils rated at 1, 5, and 25 amperes. 

Silver contacts are used on current and 

potential switches. Because of their 

straight-line accuracy and ample cur- 

rent-carrying capacity for twice the on yt ea ae 
rated load, Sangamo Portable Test os the J-5 and Js 
“tag sh meters facilitate 


Meters assure superior accuracy. : i -« yh dp bel 
, - o esire current coil. 
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PREMIER 


SWINGS 0 


¢ 


PROFIT iv 
DOOR 
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Entirely New Principle in Household Cleaning 
Assures New Markets, New Sales, New Profits 


One of the toughest problems of housekeeping has been 
solved—finally and completely! In solving it to the house- 
wife’s full satisfaction, Premier swings open a brand-new 
door to profits for the dealer. 


In the fewest words, Premier has perfected the one com- 
plete vacuum cleaning ensemble. First: a powerful and effi- 
cient floor model that will lift out every particle of dirt 
from rugs and carpets .. . Second: the amazing new VAC- 
KIT, a featherweight, cylinder-type suction cleaner for 


One of FOUR fast-selling Continetinns 


Premier Floor Model 
PR30 with ball- eoureas 
motor, Poro-Nap 

double-action bresh. 


searchlight, many other 
features. Regular price $49.50 
Premier VAC-KIT, Model 


PR70, featherweight, cylin- 
der-type, with 7 simple at- 


Codecs nse eackay 2 OO 
TOTAL VALUE... £79.00 
CUSTOMER’S SAVING £19.50 


_Lity- 


gentle and thorough cleaning of drapes, upholstery, stairs 
—every fabric, every nook and corner above floor level. 


This revolutionary new VAC-KIT, plus the indispensable 
Premier floor model (a2 combination completely approved 
by GOOD HOUSEKEEPING INSTITUTE) is available in 
four attractive groups—each combination costing scarcely 
more than a conventional floor cleaner. 


And don’t forget, there’s a huge new market for the VAC- 
KIT by itself—even among housewives who already own 
satisfactory floor cleaners. Any way you look at it, it’s 
an entirely new field of profit for progressive dealers. 


THIS COUPON BRINGS ALL THE FACTS: 


Mail this coupon to PREMIER DIVISION, Electric Vacuum Cleaner Company, Inc., 
1734 Ivanhoe Road, Cleveland, Ohio, for: 

Complete information on Premier VAC-KIT und four combination offers. 

Fatts on attractive, low cost window display, available right now. 
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IRING ~means 
good SENSE and DOLLARS to 


BOTH user and the Industry 


helps the Industry 
sell Avequate Wirinc 


It shows user need for new circuits 
Permanent overloading is positively prevented. Once the correct 
size Fustat has been installed it cannot be replaced with a larger 
size and tampering it in any way is virtually impossible. If addi- 
tional circuits are needed the user cannot side-step the issue at the 
sacrifice of safety. 


It reduces low voltage complaints 
The user cannot load the circuit beyond the proper capacity of the 
copper. This prevents a voltage drop that is so frequently the cause 
of complaints about toasters, percolators and other appliances not 
operating efficiently. 


It permits more outlets per circuit 
Adding a maximum number of outlets is a perfectly safe practice 
because the Fustat guards the circuit against overloading. 


It guards against blowing of main fuses 
The branch circuit Fustat will almost invariably open on a short- 
circuit or overload, AHEAD of the main fuse or Fustat — because 
it cannot be replaced by an oversize fuse or readily tampered. When 
it does open to protect, only the normal load of one circuit is off 
the line instead of a user possibly having all of his lights and appli- 
ances out of service because the main fuse blew. 


It permits adding more appliances to present circuits 
A circuit can be loaded to approved capacity without needless 
blows and without sacrifice of safety. The long time-lag of the Fustat 
keeps it from blowing on motor starting currents or other harmless 
overloads. 









It is a fuse to which a thermal cutout is 
added. 

It protects like a fuse against short-circuits 
— even high resistance shorts such as occur 
in flexible cords. 

It protects against permanent overloads, 
even when as light as 25%. 

Yet it will not blow on motor 
starting currents of washing ma- 
chines or other appliances. 

It has a base that guards 
against anyone robbing the cir- 
cuit of protection. 

Retail It fits Edison base fuse- 

a Ve holders through the use of an 
at/72e inexpensive adapter. 






It builds user confidence in doing things electrically 
The Fustat helps sell the electrical way of doing things — for it 
generally permits users to add new appliances without being annoyed 
by needless blows . . . it assures proper operation of appliances be- 
cause low-voltage cannot be caused by overloading ... it reduces 
chances of users being frightened by shorted cords burning up, for 
the quick action of the Fustat on dangerous cord shorts—prevents 
spraying of metal, starting of fires, burning of users . . . it helps teach 
user that the protective device is a desirable safeguard instead of a 
nuisance . . . thus it assists the whole industry to build towards 
bigger business and better times. 


































It’s just good business to sell, install and use Fustats 


Retails © 6) 
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Over 2,500,000 homes a week hear 
this Better Light-Better Sight program 






the G-E radio program. 


To the left, Phil Spitalny, conductor of the G-E MAZDA 
lamp Hour of Charm All-Girl Orchestra, and to the right, 
Miss Dorothy Thompson, who “spotlights the news’’ on 


















GENERAL ELECTRIC MAzDA tame © Hour of Charm” with poROTHY THOMPSON AND 


PHIL SPITALNY AND HIS ALL-GIRL ORCHESTRA ATTRACTS GROWING RADIO AUDIENCE 


VERY Monday evening from 9 to 9:30 

EST, ona 58-station, coast to coast, N.B.C. 
Red Network, the G-E MAZDA lamp “Hour 
of Charm”, featuring Dorothy Thompson, 
spotlighting the news, and Phil Spitalny and 
his All-Girl orchestra, is heard by an increas- 
ing radio audience. Recent estimates based 
on radio surveys indicate that more than 
2,500,000 homes a week now listen to this 
Better Light-Better Sight program. 


Additional evidence of the popularity of the “Hour of 
Charm” is that after one program alone, more than 
50,000 people wrote in to Miss Thompson. 

Since the Lamp Department of General Electric started 
sponsoring this program last fall, it is estimated that 
radio listeners have received approximately 106,250,000 








Better Light-Better Sight messages featuring: 
1—The low cost of light. 2—The advantages of I.E.S. 
Better Sight Lamps. 3—The fact that 100 watt MAZ- 
DA lamps cost only 15c. 4—Light-Conditioning. 5—The 
benefits of having a home lighting survey. 6—Sight is 
priceless—good light is cheap. 

Because of the unique character of this pro- 
gram as a Better Light-Better Sight vehicle, 
many utilities are featuring it in their news- 
paper advertising, bill inserts, and in their 


showroom windows. General Electric Company, Dept. 
166-ES-B, Nela Park, Cleveland, Ohio. 








USE THE NEW BRIGHTER MAZDA LAMPS MADE BY 


GENERAL @ ELECTRIC 
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Dealers Play Important 


Role in Alabama Power's 


Better Lighting Campaign 


HE marked success of the fall 
lighting campaign of the Ala- 


bama Power Company em- 
phasizes the importance of properly 
informed dealers and dealer sales 
personnel in such sales programs; 
and lends weight to the statement 
made recently by Fred S. Dewey, 
chairman, Home Lighting Equip- 
ment Sales Committee of Edison 
Electric Institute, that “on the ex- 
tent that the great body of retail 
sales organizations understand and 
advocate the principles of good and 
adequate lighting depends largely 


the progress of this new move- 
ment.” 
The fall lighting campaign of 


the Alabama Power Company, di- 
rected by John C. Tyson, Jr., light- 
ing sales director, actually consisted 
of three simultaneous campaigns 
consisting of a dealer activity, a 
merchandise department sales ac- 
tivity, and a lighting personnel 
sales activity. 

Although the quotas established 
for the entire program were ap- 
proximately the same as those es- 
tablished for a small campaign in 
1937, when only about 65% of 
quota was realized, sales completed 
during the campaign period in 1938 
were more than seven times greater 
than those recorded in the previous 
campaign. 

Some idea of the success enjoyed 
by this campaign may be obtained 
from the summarized results which 
indicate the sale of more than 320,- 
366 Mazda lamps; 5,464 I. E. S. 
lamps; 3,790 drop-cord fixtures; 
3,161 permanent fixtures and a 
considerable number of rewiring 
contracts. The actual retail value 


of merchandise sold was approxi- 
mately $122,450, and a conservative 
estimate places the new load added 
during this sixty-day campaign at 
5,958 kilowatts. 





John C. Tyson, Jr., 


Lighting Sales Director 
Alabama Power Co. 


The success of this campaign 
has resulted in a marked improve- 
ment in morale for both Alabama 
Power Company and dealers’ sales 
personnel. Indicative of the in- 


creased interest in the campaign is 


the fact that approximately 625 
Alabama Power Company’ em- 
ployees, other than sales depart- 


ment personnel, participated in this 
campaign in comparison with only 
273 in the previous campaign. 

It is believed that the several 
thousand new I. E. S. lamps and 
modern fixtures sold during this 
campaign will result in consider- 
able improvement in public accept- 
ance of lighting. The lighting ad- 
vertising concentrated during the 
campaign period certainly stirred 
the market and is resulting in con- 
tinued sales of lighting equipment. 
As an example of this “carry-over” 
influence, one dealer reports that 
store traffic customers have asked 
about, and bought from him, more 
than 75 I. E. S. lamps since the 
campaign closed. 

Dealers who participated in the 
campaign are enthusiastic about it 





Typical window display used in Alabama Power Co.’s branch offices. 
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and it is anticipated that many of 
them will become aggressively ac- 
tive in this field during the com- 
ing year and that such activity, 
combined with the improvement in 
public acceptance, will place the 
Better Light-Better Sight program 
in an excellent position in the com- 
ing year. 


Prospectus for Dealers 


The dealer phase of the lighting 
activity was completely described 
in a prospectus distributed among 
dealers throughout the Alabama 
Power Company’s territory. This 
prospectus outlined the progress of 
the Better Light-Better Sight move- 
ment, direc‘ed attention to the ad- 
vertising support which the pro- 
gram would receive from manufac- 
turers and Alabama Power Com- 
pany and indicated the number of 
contacts the company’s lighting 
sales personnel would make with 
customers. 

In addition, the prospectus car- 
ried an estimate of the immediate 
market for the sale of fixtures, I. 
E. S. lamps, wiring jobs, and 
Mazda lamps, and outlined what 
the various distributors had com- 
mitted themselves to do to assist 
the dealers in tapping that market. 

Included in the prospectus were 
eight specific suggestions for deal- 
ers to follow in order to realize the 
maximum returns from the lighting 


activity. 


“1. Purchase 


These were: 


representative 


stock of fixtures (drop cord and 
ceiling), I. E. S. lamps, Pin-It- 
Up lamps, lamp bulbs, etc., to 
enable you to sell scientific light- 


ing. 


“2. Run tie-in advertisements 
in local newspapers identifying 
your store as headquarters for 
scientific lighting service. 

“3. Take advantage of sales- 
training service available from 
your jobber and Alabama Power 


Company 
“4. Install 


around 


window 


the central 


scientific lighting. 


“5. Put up 


inside y 


our 


show-card 
store calling cus- 


displays 


theme 


of 


signs 


tomer’s attention to the fact that 


‘Sight Is 


Cheap.’ 


Precious 





Light 


Is 


“6. Hunt prospects among old 


and new 


customers. 


Much of the success of the fall 
lighting campaign was attributed 
to the extensive advertising cam- 
paign, which was directed not only 
toward domestic customers but to 
commercial and professional pros- 
pects as well es ae 


“7, Follow up closely and im- 
mediately all prospects obtained 
regardless of source of such 
prospects. 

“8. Report all sales promptly 
to power company lighting spe- 
cialists on forms provided.” 


In cooperation with the dealers, 
the Alabama Power Company 
agreed to devote a large part of 
its newspaper advertising to light- 
ing; to furnish dealers with release 
schedules of such advertising so 
that they might tie-in; to prepare 
and mail bill stuffers to each of 
24,000 commercial and 114,000 resi- 
dential and rural customers; to in- 
struct its lighting specialists to ad- 
vise with dealers as to stocks on 
hand that should be closed out and 
as to types of new merchandise with 
customer appeal; to have all its 
lighting specialists make available 
to all dealers, in the territory 
where specialist is working, a daily 
list of prospects obtained the pre- 
vious working day; to confine its 
own sales to I.E.S. lamps and lamp 
bulbs, leaving the market for wir- 
ing jobs, ceiling fixtures, drop cord 
fixtures, and Pin-It-Up lamps en- 
tirely to the dealers; to offer sales 
training to all dealers who wish to 
train their personnel in scientific 
lighting. 

The effectiveness of the dealer 
cooperation obtained during this 
campaign is indicated in the ac- 
companying tabulation showing 
dealer sales in comparison with 
sales completed by personnel of the 
Alabama Power Company. 

(Continued on page 66) 


Summary of Dealer and Company Lighting Equipment Sales | 


Type of Equipment 


| Mazda Lamps 





I. E. S. Lamps 
Drop-cord Fixtures 
Permanent Fixtures 
Rewiring Contracts 


Total 


Dealer Ala. Power Total Retail Increased 
Sales Co. Sales Sales Value Load 
225,285 95,081 320,366 $65,450 3,633 kw 

3,561 1,903 5,464 34,500 1,093 kw 
3,790 eter 3,790 9,500 284 kw 
3,161 oa 3,161 15,500 948 kw 
1,505 ee 1,505 A) _—r 
237,302 96,984 334,286 $122,450 5,958 kw 



















Lamp Makers to Launch 
IES Promotion Program . 


OLLOWING a tremendous up- 

surge of lamp sales in the last 
half of 1938 which saw over six 
times as many tagged lamps sold 
as in the first six months of the 
year, the Certified I.E.S. lamp 
makers are looking confidently to- 
ward 1939 spring sales with plans 
for the largest advertising cam- 
paign in their history. 

In addition to the national maga- 
zine advertising of the cooperative, 
and the Mazda lamp manufactur- 
ers, newspaper advertising will be 
used for the first time, making for 
a more intensive I.E.S. lamp solici- 
tation, directly in local retail chan- 
nels. 

Over 55 percent of the families 
in the United States will be covered 
by the campaign. Emphasis will 
be placed on local iie-ups to make 
a path for the buyer to household 
appliance firms, department and 
furniture stores, and other retail 
outlets handling I.E.S. lamps. 

This campaign was announced 
when plans for the Certified I.E.S. 
Specifications Better Sight Lamp 
Makers exhibits at the Chicago and 
New York lamp shows were made 
known recently. 

Following a practice established 
at the previous shows the I.E.S. 
lamp makers’ exhibits will again be 
“Light Conditioned Living Rooms” 
using Certified I.E.S. Specifica- 
tion lamps throughout. 


Upturn in Appliance Sales 
Noted in November Reports 


Household washer shipments in 
November showed an increase over 
the same month in the preceding 
year for the first time since June, 
1937, according to industry totals 
reported by J. R. Bohnen, execu- 








IN THIS SECTION: 
Should Utilities Continue Merchandising 
Testimonial Selling Method Scores 
Low Cost of Cooking Theme of 1939 Campaign 








American 


, 


tive secretary of the 
Washer and Ironer Manufacturers 
Association. 

November’s total was 84,192, an 
increase of 11.63 percent over No- 
vember, 1937. 

November ironer shipments were 
8,226, compared to 9,548 in Novem- 
ber, 1937, and 10,523 in October, 
1938. 

Household electrical vacuum 
cleaner sales in November nosed 
past the same month in the pre- 
ceding year for the first time since 
August, 1937, totalling 119,506 
compared to 118,780 in November, 
1937, and 119,805 in October, 1938, 
according to an industry report is- 
sued by C. G. Frantz, executive 
secretary of the Vacuum Cleaner 
Manufacturers’ Association. 


Rural Development Program 
In North Carolina 


_ of conditions existing 
along rural lines erected by 
the Carolina Power and Light Com- 
pany led that company, which main- 
tains headquarters in Raleigh, 
N. C., to the conclusion that a rural 
sales development program should 
be launched during the season of 
the year which is normally referred 
to as the “money season, for farm 
customers. 

Tremendous investments have 
been made by this company in rural 
lines since 1935 and, in some areas, 
a relatively small percentage of 
customers actually have been con- 
nected in comparison to the num- 
ber originally estimated. 


PLANNED 
Se EMBCTRIGRKITCHEN 





Chattanooga Women Hold 3-Day “Electric Home” School 


A three-day “Electric Home School” was held recently for members of the Kosmos 


Women’s Club of Chatt ga, T 





bly hall. 


Their classroom was the club’s own assem- 


The program was entirely planned and executed by the women themselves, 


with the co-operation of the Tennesse Elctric Power Company and the Hotpoint Electric 


Kitchen Institute. 


Emphasis was given to electric cookers and refrigeration by Mary Lowell Schwinn, 
director of the Hotpoint Electric Kitchen Institute. The program also included demon- 
strations and entertaining skits by members of the Tennessee Electric Power Company 


home service staff. 
planning and inside weather control. 


These dealt with home lighting, electric table appliances, kitchen 









The campaign began September 
26 and extended through December 
25. <At no period of the year is 
such a program more acceptable to 
farm customers than at this season 
when the results of their efforts 
since early spring are being turned 
into cash. The program presented 
an opportunity not only to increase 
the use of electric service among 
customers where the need is ap- 
parent and where an appreciation 
of electric service will be greatest, 
but it also presented an opportunity 
for the company to assist contrac- 
tors, dealers and other allied inter- 
ests in the electrical industry. 

The objectives of this rural sales 
development program were three- 
fold. These were: the extension 
of service to every possible un- 
wired home existing along present 
rural lines; the connecting of all 
homes which were wired at the time 
rural extensions were made but 
which have not applied for electric 
service and the reconnecting of all 
idle services; and increasing the 
use of electric service among all 
present customers, especially those 
using fewer kilowatt hours than 
they are entitled to under their 
monthly guarantee charge. 

Perhaps the success of this rural 
sales development program resulted, 
to a greater extent, from the utility 
company’s recognition of the fact 
that regardless of the number and 
nature of interests solicited to as- 
sist them, the burden of promoting 
interest in the activity rested en- 
tirely with the company. 

In order to concentrate as much 
sales effort as possible in the rural 
sales campaign, the services of 
rural sales representatives were 
augmented by those of regular resi- 
dential salesmen. To assist this 
group in the location of prospective 
customers, a list of all extensions 
constructed since 1935 was com- 
piled showing: the extension num- 
ber, original estimate of customers, 
number actually connected, per- 
centage of customers actually con- 
nected to original estimate, number 
of customers using over minimum, 
percentage using over minimum, 
number using under minimum, 
percentage using under minimum. 
With this information at hand, 
the rural sales representatives 


were in a position to determine at. 
a glance those extensions which of- 
fered the greatest possibilities for 
development and which deserved 
prior attention. 





The principal effort of these rep- 
resentatives was directed toward 
selling prospective farm customers 
on the idea of wiring their homes 
with a view of beginning imme- 
diately the enjoyment of “cheap” 
electric service. Company repre- 
sentatives worked closely with elec- 
trical contractors in an effort to 
expedite wiring installations but 
did not recommend any particular 
electrical contractor to the pros- 
pective customer. 

In order to concentrate as much 
sales effort on the rural develop- 
ment program as possible, the com- 
pany solicited the cooperation of 
electrical contractors, dealers, dis- 
tributors and the personnel direct- 
ing federal, state and county farm 
and agricultural activities in the 
territory served. 

Electrical contractors were urged 
to actively solicit house wiring con- 
tracts in accordance with lists 
which were supplied to them car- 
rying the names of prospective cus- 
tomers along existing rural lines. 

Electrical appliance dealers also 
were supplied with lists of present 
customers along each rural line and 
these were supplemented with the 
names of new customers taken on 
as a result of the rural development 
program. 


Every distributor approached 
for cooperation in the program 
agreed to exert every influence 


upon his dealer organization with 
a view of capitalizing on the con- 
certed effort necessary to develop 
this market. One distributor, in 
cooperation with his manufacturer 
and dealer organization, planned a 
rural sales activity to run concur- 
rently with the utility company’s 
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development program. Still an- 
other distributor equipped a dem- 
onstration truck with water pump- 
ing systems and confined his ac- 
tivities to the area served by the 
Carolina Power & Light Company 
throughout the period embraced by 
the campaign. 


Small Appliance Display 
Used Effectively . . . 


HAS. Schneider’s Sons, appli- 

ance dealers of Washington, 
D. C., have developed a tremendous 
volume in small electrical appli- 
ances. Much of their success is 
due to the attractive display which 
they have provided along one en- 
tire side of the store. 

They built a series of four steps 
against the wall with shelves under- 
neath for surplus stock. Curtains 
cover up the stock and yet give 
quick and easy access. The steps 
are covered with very blue velour 
and the background of the step is 
in gold, providing an attractive set- 
ting for small appliances. 

This open display keeps 
many small electrical appliances out 
where people can see them, handle 
them, and note the price of each 
item from the tag attached. 

The displays are segregated ac- 
cording to types. That is, all elec- 
tric irons are at one place, making 
a very nice mass display on one 
step; toasters are on another; and 
on. A nice display of waffle 


these 


so 


irons, mixers and a miscellaneous 
assortment, occupying forty feet of 
shelving on the bottom step form 
a display which attracts attention 
of every customer. 





An effective mass display of small electrical appliances. 














Should Electric Utilities Continue 
the Energetic Sale of Appliances 


Ts fact that this question 
is asked indicates that there 
is little or much doubt as to 
whether or not we as sales depart- 
ments of electric utilities, should 
actively merchandise current-con- 
suming devices. 

Let’s ask, first, ““Who wants to 
know?” and then “Why do they 
want to know?” and see, if pos- 
sible, how their wants serve our 
objectives. 

Who is interested in this sub- 
ject? Who wants to know? Well, 
since we are talking about appli- 
ances, lets start with the origin of 
the appliances—the manufacturer. 
Certainly, he is very vitally inter- 
ested. His primary object is to 
make money. Many appliance man- 
ufacturers have no activities other 
than the manufacture and sale of 
electrical appliances. Others manu- 
facture not only appliances but also 
many of the fabricated materials 
that are used in the production, 
transmission and distribution of 
electric service as well. 


Manufacturers’ Interest 


The first group have no direct 
interest in load building as such. 
The second group have a very di- 
rect interest in load building. This 
single or dual interest is served 
best by manufacturing and selling 
at a fair profit the greatest possi- 
ble number of appliances. Manu- 
facturing unit costs decrease with 
increased sustained volume. Unit 
sales costs are less when the volum2 
is bought by a comparatively few 
buyers who pay their bills promptly 
than when sold to many buyers, 
some of changing credit standing 
and some of questionable credit 
standing. 

As a manufacturer, therefore, 
my over-all unit profit may not in- 
crease, even if my volume increases 
if, in selling to many outlets instead 
of a few, my increased unit sales 
cost equals my unit saving in pro- 
duction cost. For instance, it may 


This perennial question is discusseé 
new angle by a well-known sales e 


R. B. Roberts* 


General Sales Manager 
Florida Power & Light Co. 


be more profitable for me to make 
and sell 5,000 units to the few buy- 
ers, than to make and sell 6,000 
units to the many buyers. But, to 
go a step further, if those few big 
buyers did not and never did exist, 
I would either not be in the busi- 
ness or being in it, I would have 
to sell my product so intensively 
right down to the ultimate buyer, 
that my volume would be 10,000 
units and my unit profit even 
greater than it is now. 

All of which may indicate that 
unless appliance manufacturers 
feel certain that the volume of sales 
appliances will be very appreciably 
increased by the eventual exit of 
the utility from active merchandis- 
ing then, as a group, they must 
be against such a trend. 

How about the jobber? Like the 
manufacturer, he is interested pri- 
marily in making a fair profit. 
Some handle appliances and_ al! 
electrical supplies used in building 
and maintenance of lines, and for 
the wiring of buildings, etc. Some 
handle appliances only. They are, 
in general, the manufacturers’ rep- 
resentatives. For the same reasons 
as actuate the manufacturer, they, 
as a group, cannot favor any trend 
toward cessation of active merchan- 
dising of appliances on the part of 
the utilities unless they feel that 
their volume will be materially in- 
creased by such a move. 

The dealer knows that the more 
he sells at the right price, the more 
money he can make. He is against 
anything that he feels decreases 
his volume or makes him cut his 
price. He may not clearly recog- 


* nize all the elements that are work- 


ing parallel with his efforts to in- 
crease his potential market and to 
bring the cream closer to the top in 
that market. He may not appreciate 
the fact that each of many dealers 
may do more business than if there 
were only one dealer. He may be 
so short-sighted as to believe that 
there is just so much business any- 
way, and therefore the more dealers 
there are to participate in filling 
this market, the fewer appliances 
he, himself, will sell. 


Dealers First Raised Question 

The dealer is probably the part 
of the industry that raised the 
question in point first and loud- 
est. It was due to his cry, more 
or less justified several years ago 
that utilities stop merchandising, 
that plans for coordinating dealer 
and company merchandising were 
inaugurated by many utilities. 
However, I am relatively sure that 
today, where sound dealer coordina- 
tion is practiced, few dealers who 
know what’s going on insist that 
the utility go out of the merchan- 
dising business. 

Some of the requirements of a 
sound dealer coordination plan are: 
that the terms not be easier than 
any legitimate dealer can extend; 
that trade-in allowances b2 no 
higher than the fair resale price 
of the traded-in equipment, minus 
the cost of reselling it; and that 
the utility sell appliances at a price 
which includes a fair mark-up in 
terms of ordinarily accepted trade 
practice. 

These are fundamentals of sound 
merchandising and, as such, cannot 
work a hardship on the utility. In 
the second place, if these principals 





*This discussion was presented as an ad- 
dress before the Executive Sales Conference 
of the Southeastern Electric Exchange, held 
in Atlanta November 12, 1938. 
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of fair business practice are not fol- 
lowed, regardless of the reason for 
not doing so, we will eventually be 
legislated out of the merchandising 
business entirely. 

The dealer wants the utility to 
merchandise if by so doing the util- 
ity stabilizes the market by estab- 
lishing and maintaining fair retail 
prices and terms. However, in 
general, there would be very few 
tears shed by leaders if the utility 
went out of the merchandising 
business entirely but continued to 
use its talents, money and time to 
sell the cheapness and value of elec- 
tric service and to promote the sale 
and use and extended use of elec- 
tric appliances. 


Utilities Interested in Load 


How about the utility? If you 
were to ask any man here why he 
actively sells appliances, he would 
probably say, “In order to build 
residential load at the lowest cost 
consistent with the results ob- 
tained.” We, too, want to make 
a profit just like the manufacturer, 
the jobber and dealer. Admittedly, 
though, we are not in the mer- 
chandising business similarly to 
make a profit on the merchandise 
we sell. In this respect, we differ 
from the dealer, jobber and manu- 
facturer. They are interested in 
making and selling or just selling 
the largest possible number of elec- 
trical appliances. We are _ inter- 
ested, primarily, in having used by 
our customers the largest possible 
number of appliances. To obtain 
this end, we undertook at the start, 
and have ever since been selling 
appliances. It must, therefore, be 
our opinion that utilities should, 
for the present at least, intensively 
sell appliances. 

Perhaps a reason why we should 
merchandise appliances is the fact 
that we have always done so. That, 
weak as it might at first seem, is 
a rather good reason. For one 
thing, many people, our customers, 
have become accustomed to buying 
their bread-and-butter appliance 
requirements from us, so it is a 
matter of expected service which 
we, in the interest of our custom- 
ers, should continue. 

Again, and much more important, 
is the fact that, having at the be- 
ginning assumed a major role of 
merchandising in the sole interest 
of pioneering, if you will, we have 
at least delayed the development of 
extensive and intensive merchandis- 





ing by the people who, in other in- 
dustries, have profitably done so 
and therefore we cannot now let 
go, nor can we let go until the sales 
end of the appliance business is 
just as completely developed and 
established as is the manufacturing 
end. 

It must be self-evident that no- 
body but the utility can or will 
continue to sell appliances at a loss. 
If the manufacturers, jobbers and 
dealers are to carry on the sale of 
appliances, the retail sales price of 
the appliances must be sufficiently 
high for them to do the job at a 
legitimate profit. 

Therefore, if in the interest of 
pioneering or sales promotion, the 
utility stays in the merchandising 
business but, at the same time, in 
the interest of maximum unit sales, 
desires the appliance end of the 
industry to function completely, 
then the utility cannot subsidize 
load building through the medium 
of cut-priced merchandise or ex- 
cessively long terms or unsound 
trade-ins. I am firmly convinced 
that if our customers will not pay 
a fair price for an appliance, then 
the value of the service they expect 
to get from its use is not sufficient 
to keep them using such an appli- 
ance. A fair price for anything or 
any service must carry a fair profit 
for the man who makes it and the 
man who sells it. Subsidies never 
have been and never will be satis- 
factory substitutes for aggressive, 
creative salesmanship. On the con- 
trary, by emasculating sales effort, 
they usually retard sales over the 
long run. 


Subsidies Indicate High Prices 


Subsidies are an admission on 
our part that standard prices are 
too high. In our own business, for 
instance, if we think $10 per month 
is a high bill for so-called complete 
electric service, we will have fewer 
complete electric customers than a 
utility of equal size who knows that 
$15 per month is dirt cheap for such 
service. Is it reasonable to expect 
somebody else to value your product 
of service more highly than you 
do yourself? 

If a utility can make a fair 
profit on its merchandising opera- 
tions, working on the same basis 
that legitimate independent dealers 
can, then there would seem to be 
good, sound reason for its continu- 
ance of aggressive merchandising, 
provided always that such opera- 
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tions be clearly distinguished from 
and do not detract from the aggres- 
sive sale of the cheapness and value 
of electric service. Let’s never for- 
get that while an electric range is 
an essential part of electric cookery, 
dependable electric service is an es- 
sential to electric cookery, too— 
just as gasoline is an essential to 
automobile transportation. An elec- 
tric range is a pre-sale burden on 
the sale of electric service, just as 
an automobile is a pre-sale burden 
on the sale of gasoline. 


Analogy in Oil Industry 

Now, had this pre-sale burden 
for any reason been assumed by 
the oil industry, they would be out 
selling automobiles and might let 
the sale of gasoline take care of 
itself, more or less, just as we, hav- 
ing assumed the pre-sale burden 
of selling appliances, have more or 
less let the sale of electric service 
take care of itself. 

If you rightly question this state- 
ment, look at so-called residential 


load building advertising. Its sole 
purpose is to sell ranges, water 
heaters, refrigerators and _ other 


appliances, just as if that were our 
business. We say buy an electric 
range because electric cooking is 
cool, clean, safe, ete. It costs so 
little to operate. Now, suppose we 
did not now and never had mer- 
chandised electric appliances. We, 
like the oil companies, would spend 
our time, talents and monev on sell- 
ing our own product. An ad of 
ours might extol the dependability 
and cheapness of our service, and 
as a “for instance” show how, when 
used with a refrigerator, it brings 
four hours of perfect refrigeration 
for the price of a cigarette. 

We would sell more and better 
cooked meals the electric way, just 
as the oil companies sell mure and 
better transportation the gasoline 
way. They sell the use of gasoline 
and the people buy automobiles and 
use them more. It must be reason- 
able that if we sell the use of elec- 
tricity, the people will buy electric 
appliances and use them more. With 
the oil people, the automobile in- 
dustry is making and selling cars: . 
they are selling transportation and 
their gasoline. With us the manu- 
facturers are making and they and 
we are selling ranges, etc., and we 
are kept so busy trying to heip sell 
the manufacturers’ ranges in order 
to help ourselves, that we have 
precious little time or forget to 

(Continued on page 65) 





Low Cost of Electric Cooking 
Theme of 1939 Campaign 


“Guess again — electric cooking 
costs only one-half that much!” 


UTTING this message across 
to millions of American 


homemakers’ through the 
medium of heavy national adver- 
tising is just one part of the power- 
house campaign created for the 
benefit of electric range dealers 
and utilities in 1939 by the Mod- 
ern Kitchen Bureau. It has been 
chosen as the theme of 1939 ad- 
vertising activity because although 
millions know the low cost of elec- 
tric cooking, a national survey 
shows that guesses of those who 
don’t know average twice the 
actual average cost. 

Basing the whole campaign on 
the knowledge that this mistaken 
idea of costly operation is the only 
thing that is keeping thousands 
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of families from buying electric 
ranges, the Bureau intends to 
make these women stop guessing 
and realize that they, too, can en- 
joy electric cooking. 

Starting with the national adver- 
tising—five full-page color adver- 
tisements which will appear in 
March, April, May and June issues 
of The Saturday Evening Post, the 
Bureau has gone on to build a 
completely set up sales machine for 
dealers and utilities. 

Part II in this comprehensive 
program for re-educating Ameri- 
can housewives will be national 
publicity in newspapers. This will 
be achieved through a special, four- 
page electric range news supple- 
ment, similar to the one utilized 

so effectively 
last year, which 
will appear just 
before or simul- 


1] 


taneously with local electric range 
spring showings. 

This special section, equally di- 
vided between electric range pub- 
licity written specially by cooking 
experts, and space for dealer ad- 
vertisements, will help to blanket 
the whole country with the low- 
cost electrical cooking story. 

Then, using the same key theme 
of “Guess Again,” The Modern 
Kitchen Bureau provides a full set 
of tie-in sales tools that dealers 
and utilities can use to advantage. 
The number of tie-in helps has 
been increased this year. 

First, there is a striking, color- 
ful window poster which repeats 
the national advertising slogan, 
identifies the dealer or utility with 
the national advertising, and 
prompts prospects to visit show- 
rooms and get proof of the low 
cost of electric cooking. 

Jumbos of the national advertis- 
ing repeat the selling theme. Color- 
ful counter cards, keyed with the 
same message, and letterhead stick- 
ers that are baby editions of the 
cards give the low cost idea an- 
other chance to lodge in receptive 
minds. A special sheet of 6 sug- 
gested billboard designs have also 
been furnished to dealers and utili- 
ties by The Modern Kitchen Bu- 
reau. 

A whole series of punchy, aggres- 
sive newspaper advertisements, de- 

(Continued on page 65) 


At left, one of the full page advertisements to ap- 
pear in the spring. Below, some of the special 
range newspaper sections used last year : 
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Testimonial Selling Method 
Scores in Raleigh 


forts of the Carolina Power and 

Light Company, in demonstrat- 
ing performance, economy, and re- 
sultant rentability so far as elec- 
tric kitchens were concerned, that 
two new FHA-sponsored apartment 
house projects in Raleigh, N. C., 
recently completed at a cost of ap- 
proximately $1,500,000 and provid- 
ing homes for 297 families, were 
made all-electric. 

Officials of the Carolina Power 
and Light Company, particularly 
Paul Vecker, general sales man- 
ager; Raymond Snow, Raleigh 
manager; and Zack Bacon, sales 
supervisor, spent three months, 
while the title hunts for the prop- 
erty were proceeding, to thoroughly 
sell Mr. Underwood, architect for 
the development as well as presi- 
dent of the Wake Housing Corpora- 
tion, formed expressly for this 
project, on electric kitchens as a 
service to future renters. 

They obtained power bills and 
testimonials from every renter in 
an already existent Raleigh FHA- 


I: was largely through the ef- 


sponsored electrified apartment 
house to clinch their story, and the 
result was an outstanding example 
of selling electrical service on its 
merits. 

The electric kitchens, identical in 
every apartment of both develop- 
ments, are General Electric unit 
kitchens consisting of three-section 
steel wall cabinets, back splasher, 
sink, refrigerator, and range. Ven- 
tilating fans are built in. The 
equipment, supplied through L. W. 
Driscoll, Inc., distributor in Char- 
lotte, was installed by the utility 
company. 

The 297 kitchen equipments, con- 
stituting 10 carloads, represents 
one of the largest single orders on 
record. 

Building permits for both struc- 
tures were issued last April, and 
both were completed in the fall and 
were almost immediately rented. 

The Cameron Court group in- 
cludes three major buildings, and 
these in turn are divided into 13 
groups of apartments, or a total of 
147 three-, four-, and five-room 


apartments. The buildings are of 
red brick with dignified southern 
colonial] white trim. 

Each of the 13 units extends 
through the width of the building 
in which it is located, and all are 
separated by solid masonry wall, 
assuring positive quietness. The 
rooms are large, with cross and 
through ventilation. Large steel 
casement windows swing onto the 
shady courts, admitting a maxi- 
mum of air and light. 

Each kitchen is provided with 
garbage disposal chutes to incin- 
erators. The central heating plant 
employs two automatic stokers with 
electric pumps to force steam out, 
and return condensation. Every 
apartment has a separate steel lock- 
er in the basement, and there is a 
servants’ lavatory for each six 
apartments. Each unit has its own 
front and rear entrance. Average 
monthly cost to the renter is $14.69 
per room. 

The second development, called 
the Raleigh Apartments, is located 

(Continued on page 17) 


Exactly 297 electric kitchens similar to the one shown in the center above were installed in two large FHA-fi- 
nanced apartment buildings in Raleigh N.C. Actual bills and testimonials from every user in a similar building 
already equipped with electric kitchen equipment helped to sell the builder on the merits of electrical service . . 





THE DICTATOR... volume sales leader for 1939 


The PACEMAKER LINE for ’39 


8 BEAUTIFUL NEW MODELS...STAR SELLING ADVANTAGES ON ALL! 


Take in greater profits — sell the Pace- 
maker Line for ’39! More beautiful than 
ever, the new Westinghouse Kitchen- 
proved Ranges are studded with 
every star feature ever dreamed of — 
the right features on the right ranges so 
that selling up is easy. Basic Kitchen- 
proved cooking features women like so 
well have been retained — but now 
Westinghouse Ranges cook even 
better, cook still faster, and save more 
money! And, prices on popular models 
are lower than ever! 

The improved solid-top of the Corox 
unit is Columbium Alloy which tests show 


increases life expectancy 25%. 4000 watts 
step up the speed of the SuperOven. Bis- 
cuits now bake in 8 minutes from a cold- 
oven start! Brand new automatic time 
control for the Deep Well Economy Cook- 
er on Regent and Dictator ranges elimi- 
nates watching. 

Platform lights and Cooker on all ex- 
cept the apartment house range... Sur- 
face Unit Signalite on Emperor and Regent 
. .. Built-in Minute Minder on the Dic- 
tator .. . revolutionary new Menu Master 
Broiler Pan for Emperor, Regent, and 
Dictator ...these are but a few of the 
star features. So — 


See the PACEMAKER Line Before you Sign for '39 


See also the big advertising and promotional program that simplifies selling. Phone or 
wire your Distributor or get in touch with Dept. 9024, Westinghouse Electric & 


Manufacturing Company, Mansfield, Ohio. 
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Holds refrigerator temper- 
ature where you set it — re- 
gardless of room temperature 
fluctuations. 


Slides in and out under the 
froster—has 15 pounds capa- 
city, 50 per cent more than 
last year. 





} It’s headline news for 1939! The new Westing- 
| house Refrigerator — pacemaker in better food 
| 
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protection, Kitchen-proved convenience, and 
long, low-cost operation — sales-maker and 
money-maker for dealers. Here’s why — 


menandnoncl 
STYLED TO SELL... New cabinet lines make it the most 
beautiful refrigerator in all Westinghouse history. New in- 
terior design combined with colorful Peasant Ware Food- 
saver dishes and water server make it more beautiful than 
ever inside. 


EQUIPPED TO SELL... New features are packed with 
sales appeal for every prospect. For the first time in any 
refrigerator — True-Temp, the cold control that really 
controls. For the first time in any refrigerator —a covered, 
vented Meat-Keeper with 15 pounds capacity! For the first 
time a door liner of special white Micarta! And beside all 
this, the famous Economizer Mechanism with new cushion 
mounting — for the first time a truly “‘plug-in”’ refrigerator! 

PRICED TO SELL. A new simplified line includes 
Emperor and Aristocrat models in porcelain and Dulux 
respectively, Hostess models in the medium price field, and 
the new Economy-Six for the budget shoppers. With this 
line you can meet any prospect’s requirements. 


ADVERTISED TO SELL | Westinghouse plans for 1939 
include a powerful program of national magazine adver- 
tising, hard-hitting newspaper advertisements, displays, 
selling literature and everything you need to set the pace 
in your own territory against any kind of competition you 
have to meet. 

If you are not already a Westinghouse Refrigerator 
dealer, get the details from your distributor —or write 


us direct. 


Westinghouse Electric & Manufacturing Company 
MANSFIELD, OHIO 
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Westinghouse Water Heaters 


LOW SERVICE COST... HIGH NET PROFIT... DEALER-PROVED! 


1,000,000 electric water heater owners are 
proof that public acceptance is here. To- 
day more than 13,000,000 families can 
enjoy this modern service economically. 
YOUR locality is full of prospects. 
Westinghouse Water Heaters are easy 
to sell. Low operating cost, convenience 
of 24-hour service, cleanliness, modern 
safety—all are Home-proved! Your initial 


investment is small. You keep your 
profits; service costs average only 73c 
per unit — Dealer-proved! 

Boost sales — round out your appliance 
business with the complete line of West- 
inghouse Water Heaters. Phone your Dis- 
tributor for facts, promotional helps. Or, 
write Dept. 9030, Westinghouse Electric 
& Manufacturing Co., Mansfield, Ohio. 


IMPORTANT: Westinghouse Water Heaters are manufactured complete at 
Mansfield, O., and Emeryville, Calif., for fast delivery to dealers everywhere. 





NE WwW! ECONOMATIC CONTROL 


For territories where external control of the water heater 
thermostat is recommended. May be easily adjusted by 
the user to maintain any desired water temperature 
between 120° and 170°. A Home-proved economy and 
convenience feature that makes selling easy! 


PACEMAKING FEATURES 
MAKE SELLING EASIER 
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RECENT survey indicates 

that 60% of the electric re- 

frigerator purchasers have 
already decided upon the particular 
brand or “make” they want before 
they open final negotiations with a 
dealer, reports R. C. Cosgrove, man- 
ager, Household Refrigeration De- 
partment, Westinghouse Electric 
and Mfg. Company. 

This high average of “pre-sold”’ 
prospects is significant as it reveals 
the importance of national adver- 
tising and the power of a “name.” 
It also indicates ihe necessity of 
selling strategy at the point of sale. 

The dealer becomes a most po- 
tent agency, and an agency upon 
which the distributor and manu- 
facturer must depend to present a 
strong and convincing enough pres- 
entation to swing the prospect’s 
preference in case this prospect has 
already decided on a competitive 
line. The dealer represents the last 
line of defense. 

In addition to proving that na- 
tional and insti‘utional advertising 
is of the utmost importance and is 
instrumental in influencing each 
60% of the prospects, this survey 
also indicated some other valuable 
sales information. 

The manufacturer wanted to find 
out, first of all, what influenced 
the sale and then just how the fea- 
tures of “reasons why” met the 
customers expectations after use in 
the home. Accordingly, they placed 
a questionnaire in the first 10,000 
refrigerators sold this year. They 
received 1,026 replies, or a little 


What Clinches 
Refrigerator Sales ? 


Manufacturer’s survey casts 
new light on this question. 


than 10%, 
which indicates the 
great amount of in- 
terest of the average 
homemaker in _ this 
particular major ap- 
pliance. 

In a large number 
of cases it was found 
that the percentage 

of favorable mentions of a feature 

after use were greater than given 
consideration before purchase. 

From this it may be assumed that 

lack of dramatization or convinc- 

ing proof was made of the fea- 
tures merit at the tirne of sale or 
the purchaser just wouldn’t believe 
until she used it herself. For exam- 
ple the Meat Keeper high lighted 
in advertising, was mentioned in 

31 % of the replies as influence to 

the sale, yet was given 35% of the 

mentions after use. In a like man- 
ner low operating cost increased 

27% to 31%; the Humidrawer, 

from 9% to 21%. 

Here is a summary of the ques- 
tions and answers: 

Question: What method of re- 
frigeration did you use previously? 

Answer: Ice 71 pct.; automatic 
22 pet.; none 3 pcet.; no answer 3 
pet, and kerosene 1 pct. 

Question: What was your princi- 
pal reason for making a change? 

Answer: Savings 25 pct.; incon- 
venience of ice 24 pct.; electric re- 
frigeration is better 14 pct.; avoid 
spoilage 10 pct-; other methods un- 
sanitary 8 pct.; old too small 5 pet.; 
REA power now available 2 pct., 
and various others 2 pct. 

Question: What fact impressed 
you most about your refrigerator 
that was brought out at time of 
purchase, or that you noticed in ad- 
vertising? 

Answer (on construction) : Meat 
Keeper 31 pct.; exterior appear- 
ance 22 pct-; humidrawer 9 pct.; 
hermetically sealed 8 pct.; sturdy 


more 


construction 5 pct.; interior design 
5 pet., and miscellaneous 5 pet. 

Answer (on operation): Low 
cost 27 pet.; quietness 10 pct.; cube 
release feature 5 pct.; temperature 
regulator 5 pct., and low running 
time 4 pct. 

Question: Now that you have ac- 
tually used your refrigerator, what 
features about it do you like best? 

Answer: Meat keeper 35 pcet.; 
low operating cost 31 pct-; quiet- 
ness 27 pct.; quick freezing 27 pct.; 
Humidrawer 21 pct.; temperature 
control 20 pet.; cube release 10 pct.; 
miscellaneous 14 pet. 

From the survey it also may be 
reasoned a high percentage of sales 
are not “sold from the ground up” 
or to put it another way, created 
by direct effort. It indicates a de- 
pendence on the part of the dealer 
to sell after the demand and brand 
preference had been established. It 
contradicts the belief of many re- 
tailers that advertising money, par- 
ticularly national, has little value. 


Testimonial Selling Method 
Scores in Raleigh 


(Continued from page 12) 


on eleven and a half acres of land- 
scaped hillside. They comprise six 
separate buildings, and the simple 
horizontal lines of the white-paint- 
ed brick units may be seen through 
groves of straight, tall pines in the 
enclosed court. 

There are 150 apartments in the 
six buildings, with front and back 
entrances for each group of six or 
nine, general storage space, serv- 
ants’ lavatories, and laundry rooms. 
The apartments have from two to 
four and a half rooms, and indica- 
tive of rents being charged is a 
bachelor suite consisting of large 
living room, dressing room, bath, 
and electric kitchen for $37.50 per 
month. 


















































































Three Year Roaster 
Campaign Announced 


( vical appa news for elec- 
trical appliance dealers is 
the Modern Kitchen Bu- 

reau’s announcement of a _ three- 
year campaign for the versatile 
electric roaster. The campaign in- 
cludes a full array of sales helps 
built around a national advertising 
campaign. 

Although the electric roaster has 
been considered an infant of the 
electric industry, it has grown from 
a relatively unknown appliance in 
1934, when only 50,000 units were 
sold, into a promising giant. Some 
250,000 electric roasters were sold 
in 1937. In 1938, the electric 
roaster moved up to fifth place 
in the number of sales of all ap- 
pliances selling for $20 or more. 

The Bureau’s campaign should 
be even more comforting news for 
utility companies. Because this 
“Cooks Every Way—Goes Every- 
where” electric roaster more than 
promises to be a potent factor in 
boosting utility revenue. 

It is easy to see why. Here is a 
major electric appliance—consum- 
ing either 1,320 or 1,500 watts— 
which operates at the electric light 
rate. 

It takes only a little figuring to 
compute what result several million 
of these electric roasters—in opera- 
tion for a minimum of from fifteen 
to twenty hours each month—would 
have on utility revenue. 

That several million will be in 
operation before very long is the 
opinion of manufacturers, who see 
a new “Golden Age” in appliance 
selling and revenue building ush- 
ered in by the electric roaster. 

Backing their opinion to the hilt, 
these manufacturers, through The 
Modern’ Kitchen Bureau, are 
launching a minimum, three-year 
campaign for the electric roaster, 
beginning this year. First part 
of this campaign calls for consid- 
erable heavy national advertising. 

This advertising will break in 
the March issue of McCall’s—con- 
tinue in that magazine and in The 
Saturday Evening Post and Wom- 


an’s Home Companion with smash- 
ing regularity throughout the year. 

The theme of this national ad- 
vertising is “Easier Cooking—Eas- 
ier Living.” Terse, eye-attracting 
copy will strike home with the story 
of “cooks every way—goes every- 
where” to an estimated 10,000,000 
readers. 

Each advertisement is designed 
to put electric roaster buying ideas 
in the minds of the people who live 
in the 97 out of 100 wired homes 
which still do not own electric 
roasters. Each is designed to pull 
good, live, presold prospects into 
dealer stores and utility show- 
rooms. 

The time selected by The Modern 
Kitchen Bureau for strong local 
promotions tying-in with this na- 
tional broadside is the month of 
June, with a second electric roaster 
showing scheduled for November 
15—December 15. Advertisements 
are keyed to this 
time—invite pros- 
pects to step into 


showrooms and 
discover “Easier 
Cooking — Easier 
Living” for them- 
selves. 


Second part of 
the campaign for 
1939 will be news- 


paper _ publicity. 
This will be 
achieved through 


a special two-page 
electric roaster 
newspaper supple- 
ment. This special 
news section will 
be evenly divided 
between compell- 
ing selling copy 
for electric roast- 
ers, written by 


with space for signature have been 
especially created to go with this 
special] section. 

The Modern Kitchen Bureau, 
rounding out its  well-conceived 
electric roaster program, has also 
created a full array of sales helps 
as part of the promotional machine. 

A vivid window banner, a counter 
card, jumbos of national advertise- 
ments, and a folder of national ad- 
vertisements carry out the “Easier 
Cooking—Easier Living’ theme, 
identify the utility or dealer using 
them with the national advertising, 
and invite prospects to enter show- 
rooms and find electric roaster 
easier cooking and easier living 
for themselves. 

Special radio announcements— 
from twenty-word spois to thou- 
sand-word, five-minute domestic 
science talks plugging electric 
roasters, will be available. A well- 
thought-out Selling Guide booklet, 
that instructs salesgirls—or men— 
in presenting the story of the elec- 
tric roaster effectively, should 
prove another excellent sales tool. 

An outline of the whole Modern 
Kitchen Bureau program, with 
ways and means of tying-into this 
revenue-building opportunity de- 
scribed in detail, has been prepared 
in the form of a complete dealer 
Plan Book. 


Sze for Yourse/ff HOW TO ENJOY 


EASIER COOKING - EASIER LIVING 








ROASTER © 





cooking authori- =? 
ties, and space for ate a 
Ss, Tonnes Woes Sas eee 3 sant on roee 
pn BT Cooks tvery Way Goes Lbrerywhere tits ON rove 


dealer and utility 
advertisements. 

Tie-in newspaper 
advertisements 


One of the full page advertisements that will 
appear in popular magazines with circulation 
totaling over ten million beginning in March . . 








EHFA Wiring Plan 
Promoted in Florida 


S° successful has the Jackson- 
ville Chapter, National Electri- 
eal Contractors Association, found 
their plan of rotating range and 
water heater installations among 
members of the hat 
this same policy has been adopted 
by the Chapter in connection with 
time payment plan wiring jobs exe- 
cuted under the Electrical Home 
and Farm Authority plan, reports 
W. O. Henderson, president, of the 
Chapter. 

Under this new plan, the 
business department of the munici- 
pal electric utility supplies two 
men as solicitors and the contrac- 


association 


new 


tors association supplies one man, 
who solicit house wiring under 
the E.H.F.A. plan. Also, members 
of the association are constantly 
on the alert for prospects for house 
wiring and report them to this 
group of solicitors. 

When a prospect for wiring un- 
der this plan is reported, one of 
ihe solicitors immediately calls 
upon the customer and explains the 
many electricity. At the 
same time an adequate wiring plan 
and set of specifications is pre- 
pared with a list of materials, fix- 
tures, and estimated labor hours 
and profit. This p'an is prepared 
by the electrical contractor mem- 
ber of the group of solicitors 

If the prospect is sold on the wir- 
ing job, the plan and specifications 
are turned over to the secretary of 
the Jacksonville Chapter for dis- 
tribution. The various jobs are 
allocated to the members of the 
association in rotation. 

The member receiving the 
tract is given three sets of pians 
and specifications, and one list 
of materials, fixtures, labor and 
profit. One copy of the plan and 
specifications is submitted to the 
electrical inspector of the city of 


uses of 


con- 





IN THIS SECTION: 
EHFA Wiring Plan Promoted in Florida 
Wiring the Sam Houston Coliseum 
Novel Proposa! Eliminates Misunderstandings 








customer, 
is retained 


Jacksonville, one to the 
and the other, of course, 
by the contractor. 

After the started, no 
changes can be made or materials 
subs.ituted because the plans and 
specifications have been filed with 
the electrical inspector, who has 
issued a permit for installation in 
accordance with the plans. After 
the job is completed, the electrical 
inspector signs the contralctor’s 
contract signifying that the job 
has been installed according to the 
plans and is ready for payment. 
Then the contractor returns the 
contract to the board who submits 
it to the E.H.F.A. The contractor 
then receives the entire amount 
payable for the work. 

Under this plan, the customer 
pays the amount of the wiring con- 
tract plus 5° in payments distrib- 
uted over a period of two years 
which are collected with his light 
bill. Although the plan has been 

(Continued on page 36) 


job is 





Florida Contractors to 
Meet in Orlando 


tT 2 annuai meeting of the 
Florida Association of 
Contractors and 
Dealers will be held in Orlando, 


Electrical 


March 13, 14 and 15 with 
headquarters at the San Juan 
Hotel. A meeting of the ex- 
ecutive board will be held on 
Sunday, March 12, according to 
F. J. McGinnis, secretary of the 
association. 

Although a varied program is 
being prepared, it is expected 
that one of the principal sub- 
jects to come up for discussion 
before the meeting will be a 
proposed state licensing and 
inspection law which may be 
presented at the April session 
of the state legislature. 











State Wage and Hour 
Bills Discussed . . . 


LTHOUGH it would appear 
that the employees of an eclec- 
trical contractor whose purchases 
are made entirely within one state 
and whose work is done entirely 
within that state would be exempt 
under the Fair Labor Standards 
Act, as would the average retail 
electrical appliance establishment, 
recent developments in Washington 
have disclosed that wage and hour 
bills cut from the federal pattern 
but including all employees may be 
up for enactment before many state 
legislatures early in 1939. 

The program is a 
planned one, growing out of the 
recent conference in Washington 
attended by state commissioners of 
labor and other state representa- 
tives from nearly every state in 
the union. 

The conference discussed plans 
and took formal steps to work out 
plans for state help in wage-hour 
act enforcement and also took steps 
looking to encouragement of state 
enactment of labor standards legis- 
lation in conformity with federal 
laws and standards. 

Retail industries received 
cial mention in the report of the 
committee on state wage and hour 
legislation at the conference. The 
pertinent paragraph read: ‘Most 
workers in purely intra-state em- 
ployments, comprising chiefly the 
service and retail trades, are still 
without comparable protection, 
and it is generally recognized that 
these are occupations in which 
many of the worst abuses exist.” 

The Department of Labor has 
recommended that state wage and 
hour legislation be enacted as 
quickly as possible. It is also sug- 
gested that those states which have 
wage and hour laws for women 
amend them to include men. 

(Continued on page 36) 
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OW the Laycock Armature 
H Works, of Tampa, Florida, 

established a new motor 
and armature business and devel- 
oped a creditable volume of busi- 
ness in less than six months is 
an interesting example of what 
can be accomplished through di- 
rect solicitation. 

The business was organized by 
W. E. Laycock, who has had more 
than twenty-five years experience 
in the motor repair and rewinding 
field, and his son, E. H. Laycock, 
also an experienced armature 
man. They decided the quickest 
way to get business was to ask 
firms with motors for their repair 
business and to lay their qualifi- 
cations before them. 

Their plan offered three dis- 
tinct types of motor service. First, 
a regular service in which the 
motor is repaired in the regular 


Direct Solicitation Brings in 


Mill Motors for Repair 


By L. H. Houck 


course of business; second, a rush 
service, in which the repairs are 
expedited to suit the special con- 
ditions of the rush; third, a spe- 
cial 12-hour service. The last 
service was designed for fruit 
packing plants where replacement 
motors were unavailable in the 
majority of cases. 

From the beginning, each day, 
some member of the firm spent a 
certain number of hours contact- 
ing prospective customers. 

Outside towns were solicited 
and at all outside places a special 
shipping tag was left which was 
to be used for sending motors to 
Laycock. A tag was left for each 
motor so that in case of trouble 
all the owner had to do was to 
write his instructions on the tag, 
cut the motor loose and call the 
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The two motors shown at the right 
were part of an advertisement used 
to emphasize the fact that no motor 
is too small or too large for the 
Laycock Armature Works to handle. 
The shipping tags were specially de- 
signed to facilitate rapid handling of 
motors by truck lines. Complete in- 
structions are marked by the shipper 
on the tag in the spaces provided. 
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transportation company. 

In Tampa and vicinity they 
picked up the motors in their own 
truck and delivered them as 
quickly as completed. 

This preliminary _ solicitation 
brought work in surprising and 
profitable volume from the first 
week. It seemed to increase daily. 
While the temptation was great 
to discontinue direct calls, once 
the work was coming in, it was 
decided to devote a certain amount 
of time to new business. In a few 
weeks, it was necessary to hire 
help and at the end of six months 
four men were kept busy in the 
shop, while outside solicitation of 
business continued. 

While the principle of making 
so many calls daily has been used 
by many businesses with good re- 
sults, the fact remains that it will 
still produce business. 

During the citrus packing sea- 
son, packing houses run almost 
day and night and must have fast 
motor service in case of break- 
down. To make a bid for this 
business the Laycock Armature 
Works installed a 12-hour system 
in which the packing houses 
would be assured of having their 
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motors back in running condition 
in 12 hours or less. 

A circular letter was used to 
solicit this business and a yellow 
shipping tag and a price list was 
enclosed. This brought almost 
immediate results. 

With motors in the shop sent 
under the 12-hour plan all em- 
ployees worked straight through 
until the motors were on their 
way back to the plants. 

While soliciting business, it was 
found that many called upon had 
the idea that only the larger mo- 
tors were wanted, so the sales talk 
was changed to include small 
motors and special type motors. 
New motor sales were not forgot- 
ten in the rush and many calls 
for old motor repairs resulted in 
new sales. 

A conference with the several 
trucking companies which han- 
died freight from nearby towns 
resulted in measures expediting 
the shipment of motors to Lay- 
cock. Truck executives when told 
of the plan for handling rush mo- 
ters were quick to see that quick 
delivery would result in favorable 
advertising for them. Consequent- 
ly motors with the familiar yellow 
shipping tag received special at- 
tention and were not submitted to 
long warehouse delays in transit. 

While constructive sales work 
went on outside, the shop was 
hard pressed to keep up with the 
flow of work, since new tools and 
machinery seemed to be constant- 
ly needed. Purchase and instal- 
lation required time. 

Due to necessity for speeding 
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LAYCOCK ARMATURE WORKS 
102 WEST PORT. 
TAMPA FLORIDA 
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This direct mail letter and price sheet for standard motor repair oper- 
ations proved most successful in bringing in new business — 


up the work a machine was de- 
signed and built in the shop for 
coil winding. It was so arranged 
that nearly all types of coils could 
be quickly wound on it accurately. 
It proved so efficient that patent 
application has been made. 
Needing something quick to 
bake smaller armatures in, a used 
electric stove was brought in and 
the motors were baked in the 
oven. This proved to be both eco- 
nomical and efficient and its use 
has been continued. The thermo- 
stat is used and the oven can be 
filled and left to properly bake 
during the night with perfect 


Good tools are essential to good workmanship. £. H. Laycock is shown 
here at work over the 11-inch tool makers model lathe 


safety. 

Accurate records of all motors 
handled were maintained from the 
very first motor. Office records 
contain the number, type, voltage 
and all other information on every 
motor handled. Office numbers 
and special marks were also put 
on every motor. These marks 
make it possible to ascertain if a 
returned motor has been tampered 
with by other persons. 


Motor Records Maintained 


Office recerds of the name- 
plate data are important when mo- 
tor trouble is telephoned in by a 
customer and facilitates the find- 
ing of a replacement motor when 
it is needed. 

Now after six months a stock 
of motor bearings has been put 
in covering virtually all the 
standard types used in the terri- 
tory. Several industrial plants 
have turned all their motor work 
over to the new firm and from 
far and near come motors by truck 
tagged with the familiar yellow 
shipping tag. 


Louisville Group Plans 
Wiring Promotion 


A program of wiring promotion 
is soon to be organized in Louis- 
ville, Kentucky, under the auspices 
of the Electrical Clearing House of 
Louisville, Inc., according to W. 
D. Roach, secretary-treasurer of 
that organization. 





Novel Lighting Fixture Proposal 
Eliminates Misunderstanding 


NOVEL and effective meth- 
od of submitting proposals 
for lighting fixtures to pros- 


pective customers was originated 
recently by B. H. Hartley, illumi- 
nating engineer of the Oklahoma 
Electrical Supply Company, Okla- 
homa City. The plan includes a 
photostat of a large sheet of card- 
board upon which illustrations of 
the proposed lighting fixtures have 
been pasted. 

Describing the plan which he has 
used to such good advantage, Mr. 
Hartley says: 

“In addition to the illustrations 
of the fixtures which we are sug- 
gesting to our customer, the pho- 
tostat includes an itemized list at 
the right, and beneath this is a 


By O. D. Hall 


copy of the letter submitting the 
bid or proposal with a form for 
acceptance at the bottom. 

“The itemized list shows the va- 
rious rooms and locations at which 
fixtures are to be installed. Each 
item carries a type number which 
corresponds with the type number 
given under the illustration of that 
particular fixture. 

“We find that a customer appre- 
ciates a detailed presentation of a 
lighting fixture proposal,” contin- 
ued Mr. Hartley. “The system saves 
much time on the job by assisting 
the workmen in properly locating 
various types of fixtures and de- 
termining the number to be used 


in any room or location. This plan 
incorporated in a contract makes 
the document complete and easily 
understood by all concerned, regard- 
less of whether or not they are fa- 
miliar with lighting fixtures.” 

Mr. Hartley stated that the plan 
is used only where a majority of 
the fixtures are pictured in cata- 
logues. A number of fixtures may 
be illustrated by drawings, but 
where a majority of the illustrations 
cannot be obtained from catalogues, 
the blue print method is used. The 
black and white print method is 
more simple than the blueprint 
procedure. It only requires about an 
hour to prepare and the cost does 
not exceed one dollar. 

(Continued on page 65) 
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PROPERTY OF 
THE MODERN POWER&LIGHT CO 





When considering protection against cur- 
rent diversion losses, there are two vitally 
important questions you want answered. 
First, the performance of the equipment 


and second, the company who makes the 





equipment. Both questions are answered . : 
=“ . Your file of Service Entrance Equip- 


conclusively every day by scores of util- ment data is incomplete without 


ities and many thousands of installations Corcoran-Brown catalogs. On request. 











throughout the nation. The story of 
performance is immediately available to 


all who are interested. Write for details. 


Electrical Depa rtment 


THE ELECTRIC AUTO-LITE COMPANY 
4900 Spring Grove Avenue Cincinnati, Ohio 








The huge Sam Houston Coliseum, recently completed in Houston, Texas, provides indoor facilities 


for such outdoor activities as rodeos, circuses, and horse shows. 


INTERESTING PROBLEMS ENCOUNTERED 


SAM Houston COLISEUM 


ARIED indeed are the re- 

V quirements which had to be 

anticipated in designing the 
wiring installation in the huge new 
Sam Houston Coliseum in Houston, 
Texas, formally opened in the sum- 
mer of 1938. 

Provision to supply all electric 
current requirements of rodeos, 
horse shows, circuses, automobile 
and other shows, ice skating, manu- 
facturers’ exhibits, national con- 
ventions and theatrical perform- 
ances, all had to be incorporated 
in this job, handled most efficiently 
by J- S. Copeland Electric Com- 
pany, Houston. 

The Coliseum is really composed 
of two distinct auditoriums, the 
larger of which is approximately 
870 feet long and 250 feet wide, 
forming the Sam Houston Coliseum 
proper. Separated from the main 
auditorium by a huge stage is the 
Music Hall, a theatre acoustically 
perfect and modern in every detail. 
The stage is so constructed that it 
may be used for either or both au- 
ditoriums. The Music Hall has seat- 
ing capacity for 2,200 persons, 
while the main auditorium, with 
its surrounding balcony, will seat 
about 18,000. 

To provide the twenty foot-can- 
dies of light desired on the floor of 


the Coliseum, sixty-seven 1,000- 
watt lamps were installed on 24- 
foot centers, 50 feet above the floor. 
These are aluminum-spun units, 
with high intensity reflectors. Wir- 
ing is such that alternate lamps can 
be used, or any group in any sec- 
tion of the Coliseum may be cut in 
or out. 

Two cat walks, fifty feet above 
the floor, extend the length of the 
Coliseum, with panels on each for 
lighting circuit control. Magnetic 
contact controls for all lighting are 
operated from the stage. 


Photoflash Circuit Provided 


A feature in the electrical in- 
stallation of which the engineer is 
very proud is the photo-flashlight 
set. A photographer can set up 
flashlights all around the building 
and touch them off from any one 
point. This is provided by a spe- 
cial circuit with receptacles placed 
in numerous convenient locations 
so that it can be controlled from 
any point desired. This feature 
made a hit at once with newspaper 
photographers. 

In the center section of the Co- 
liseum igs a removable hardwood 
floor, of oval shape, about 120 feet 
by 160 feet in size. This floor may 
be removed in sections and stored in 


Wiring has many novel features 


IN WIRING 


the basement when it is desired to 
stage a rodeo, indoor circus and 
other events requiring a dirt floor. 
With this floor out of the way, 
there is an arena large enough to 
present a three-ring circus or a 
rodeo comparable to those held in 
Madison Square Garden in New 
York City: 


Plug-In System Used 


Around this oval section at about 
equal spaces are twelve plug-in 
boxes. Four 500,000 cm wires were 
run in fiber ducts to each box. 
These will provide any combination 
of voltage of 110 or 220, single or 
3-phase, at any box. There is pro- 
vided also a separate duct into each 
box for the installation of any fu- 
ture service wires that might be 
required. 

These plug-in boxes provide a 
convenient and economical means 
of operating any type of electrical 
equipment from the floor which 
may be used in shows or exhibi- 
tions. 

The joint stage is among the 
largest in the Southwest, possess- 
ing a proscenium opening 60 feet 
by 28 feet. Clear space on the stage 
is 92 feet by 44 feet. A drop cur- 
tain in the center of the stage can 


(Continued on page 36) 

















Hunter Adaptair 
Hotel Type 52” 
Ceiling Fan. In- 
stantly adjustable 
for either up or 
down draft. 


Advertisers 
In This Section 


VIKING Attic Fan Package. Efficient stream- 
lined design, with many new features. Complete 
kit includes all parte for quick, easy instal- 
lation. Capacities 7,500 to 16,500 C. F. M. 
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American Coolair Corp 
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Victor No-Draft Fan featuring General Electric Co Viking Air Con 


the sensational new “Miracle 
Breeze” Ribbon test proves 
amazing no-draft performance. 


Hunter Fan & Vent Co 
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REX AIRATE new attic ventilators. Com 
plete, ready to install, with automatic ceilin, 





GENERAL ELECTRIC large 
Super-Quiet Fan that provides 
large volume of air movement 
with amazingly quiet operation. 
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The new, improved COOLAIR 
home cooling fan in ita exclusive 
spring mounting. Re-designed 
and more attractively priced, 
this famous fan is expected to 
set new sales records this year. 


“BUFFALO” 
Fan for home comfort cooling. 
A large capacity fan that is 
unusually quiet and economical 
in operation. 


Breeze-Air Attic 






Capacities 3800 


tion. 





COOLVENT System of Cooling 
and Ventilating. 
stagnant air from attic space 
and draws cool, fresh air 


with exceptionally quiet opera- 











ad 
SIGNAL’S new Deluxe 
16” Streamliner heads 
ite 1939 line of Desk 
Type Fans available in 
@ range of sizea from 
8” to 16” in both AC 
Induction and Univer- 
sal models. 


Forces hot, 
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Easier SALES 
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There’s PROFIT for YOU 
in selling COOL BREEZES 
in HOT, SULTRY WEATHER 


























More PROFITS 


With The New COOLAIR Line 


Prices are more attractive! Design is improved! 
More advertising is scheduled! And new literature, 
window displays and hard-hitting sales ideas are being 
prepared to make 1939 the greatest money-making 
year in history for Coolair dealers. 


This new, vastly improved Coolair fan is simpler in 
design, lighter in weight, easier to install and even 
more brilliant in performance. 


And above all, it’s easier to sell, which means more 
profits for you! 


Yet the famous Coolair quality is still supreme. 
Quality that has made Coolair lead the home cooling 
field for more than 11 years. Quality that means 
trouble-free, satisfactory operation and no call-backs 
for repairs or adjust- 
ments. 


Jump on the Coolair 
bandwagon now and go to 
town in 1939! Get set for 
the rush of hot weather 
business. Write today for 
full details and dealership 
information. 





A Few Choice Territories Still Open 
MAIL THIS COUPON TODAY! 


Please send me information on the new Coolair fans. 


Name 


Address : * scinnat aibesie wE 





AMERICAN COOLAIR CORPORATION 


Manufacturers . . . « JACKSONVILLE, FLORIDA 
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In just a few short 
months, millions of 
people will again be 
complaining about the 
insufferable heat. 
“Make hay” in this 
market by selling 
Breez-Air Fans _ for 
home comfort cooling. 





Every good home is a prospect. Experience 
shows that one sale in a neighborhood quickly 
leads to several more. 


And remember, when you sell Buffalo Breez-Air 


Fans, you sell tops in quality, and quiet, low- 
cost operation. 


Some Valuable Territory Open 


We back our dealers and distributors with 
plenty of good advertising and merchandising 
cooperation. If you have a sales organization, 
write us for our attractive proposition. 


BUFFALO FORGE COMPANY 


210 Mortimer St. Buffalo, N. Y. 





Branch Engineering Offices in Principal Cities 


In Canada: Canadian Blower & Forge Co., Ltd. 
Kitchener, Ont. 

















D BREEZ-AIR ATTIC FANS 


FOR HOME COMFORT COOLING 
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As Modern 


d5 
TOMORROW 


This streamlined beauty is the new Deluxe 16-inch 
SIGNAL 3-speed Fan. 


engineering. Some of the outstanding features are 





It is modern in styling and 


enclosed oscillating unit with push button control, 
slow speed motor, greater air delivery, wide sweep- 


ing fan blades and unusual quietness. 


HERE’S THE NEW SIGNAL AUTOMATIC 

WALL BOX 

KITCHEN 
VENT 
FAN 


ONLY 
$24.00 
LIST 














A high quality kitchen vent fan for permanent installation .. . telescopic in 
design . . . made in sizes to fit walls from 7” to 24/ thickmess .. . 
easy to install . . . 10’’ quiet type fan that moves 500 cubic feet of air per 
minute . .. outside shutter frame is cast iron with aluminum weather-tight 
shutters . . . motor is rubber mounted . .. motor operates by opening and 
closing door. 


ADJUSTABLE 


FLOOR MODEL |, 


PEDESTAL 
FAN 


A high quality oscil- 
lating fan adustable 
from 4 ft. 6 in to 
7 ft. 6 in. from 
floor to center of fan 

- 16’ quiet type 
polished aluminum 
fan blades . . . rotary 
type switch, 3 speeds 

- induction motor 


non-radio interfering. 


The demand for Signal Fans is constantly increasing. Signal offers high quality at moderate prices. And 
there’s a nice margin of profit for you. Write for 1939 fan catalog, merchandising program, and prices. 








Finished in rich 
black baked-on en- 
amel, polished alum- 
inum blades and 
cadmium plated 
guard. 


<> 


$35.00 
List 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 









Santa Fe Bldg. 






Branch Offices: Atlanta, Ga.—W. E. 
Hopper, 357-59 Marietta St. 





Dallas Texas—Geo. E. Anderson, 














For 60 years it has been Gen- 
eral Electric's policy to manu- 
facture quality products, to 
price them fairly, and to deal 
fairly with its customers. 

As a result, today, General 
Electric is one of the best- 
known names in the electrical 
industry, and the General Elec- 
tric monogram is one of the 
best-known and most-respected 
trademarks in the entire world. 

In a word, General Electric 
products have acceptance, and 
certainly this is true of General 
Electric Fans, the first electrical 
appliance manufactured by the 
General Electric Company, and 
a product whose sales to date, 
to customers of all types, add 
up to millions of units! 

This background of experi- 
ence and prestige is a bonus 
you get when you carry G-E 
Fans. You pay nothing for it, 
because General Electric Fans 


are competitive in price with 
other high-quality fans. Why 
not enjoy it? 


The salesman of your local G-E Fan 
Distributor will be around soon to show 
you his copy of the unique G-E Fan 
Portfolio, ‘‘LET'S GET DOWN TO BRASS 
TACKS.’ Watch for him—listen to him 
—and profit by his sound advice! 


APPLIANCE AND MERCHANDISE DEPARTMENT 
GENERAL ELECTRIC CO., BRIDGEPORT, CONN. 


GENERAL (45) ELECTRIC 


“One Source of 
Supply for Wire 


|: and. Insulating - 
s Materials 


Get our 
Catalog 


FIRST, because this catalog fea- 
tures top quality lines—SECOND, 
because it is indexed and the right 
item is easy to find—THIRD, be- 
cause it saves time and you're 
sure of right selection—FOURTH, 
because you can depend on In- 
sulation Incorporated Service— 
it’s prompt § and dependable— 
FIFTH, because you get coopera- 
tion that pays—SIXTH, because 
you save money by ordering from 
this one source. 

Try us for 


HOMER COMMUTATORS 


Standard or Commercial—Auto- 
motive — Refrigerator, Century, 
Delco, Wagner. All products of 
merit, nationally-known, widely 
used. When you need Commuta- 
tors we have the right quality. 


INSULATION 
INCORPORATED 


ELECTRICAL SOUTH for FEBRUARY, 1939 


i 


2127 Pine St., St. Louis, Mo. 


Tenn 


9th and WASHINGTON 


50% OF ALL ROOMS 43.50 OR LESS, SINGLE 
$5.00 OR LESS, DOUBLE 
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There’s MONEY for YOu 
in EVERY ATTIC 


Put these VIKING ATTIC FAN 
advantages to work for you! 

























The VIKING Attic Fan, backed by VIKING'S reputation for 
outstanding engineering skill, sets new standards for per- 
formance. Test after test proves its greater economy, quiet- 
ness and effectiveness. Show YOUR customers how their 
homes can be effectively cooled WITHOUT a costly air 
conditioning system. Put Viking to work for YOU! 














Like a ship’s propeller, the Helixoid Air Im- S t ream l line d f or < “ 
pellor fan blades revolve at a comparatively ° e a io 
slow speed, moving the air smoothly and E f f 1cienc Vy a a en 
efficiently, without turbulence or noise. Pul- =, - 
ley, bearing and hub are combined in one Remarkable quietness and efficien- 
self-contained streamlined unit. a % e 
cy is achieved by consistent stream- VIKING 
lining of every part. Sketches show 
how the Viking hub, which elimin- - 


ates separarte pulley, allows air to a i ain 
flow smoothly, without backflow or ‘ar yu - 
lost efficiency as in ordinary fans. 

Ordinary Fan 


Accurate A.S.H.& V.E. Ratings 
insure perfection 


Elaborate Viking testing equipment is used to develop the highest efficiency 
possible. A STROBOSCOPIC ANALYZER assures smooth, steady flow of air 
through the fan. DECIBEL METERS measure volume of sound, and are used 
to obtain greatest possible degree of quietness. 40-FOOT WIND TUNNEL 
built to exacting A.S.H. and V.E. requirements, determines accurate air de- 
livery and performance data. 


a 

















VIKING AIR CONDITIONING CORPORATION 


Main & Center Streets ¢ Cleveland, Ohio 







Write today for Complete 
Information, showing how 
you can make the most of 
this profitable summer 
“home-cooling” business. 


MING Arp CONDITIONING CORPORATION 
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VENTILATING FAN 
Sturdy design: Cast Alu- 
minum frames and grill. 
Powerful Robbins & Myers 
Dust-proof Guaranteed 
Motor: 10” Fan _ Blade. 
Easily installed in wall or 
furring over Cabinets. Pull 
Chain operates Motor and 

Shutters. 
List Price $25.00 


Stocked by 
to you. 


1— 35% 








Ceeuaie 


F. W. 
1316 SHEFFIELD ST. 





IN RICHMOND, PHILADELPHIA, PITTSBURGH, 


CHICAGO, LOS ANGELES AND SAN DIEGO. 


ELECTRIC CONVENIENCES 


... help make a house a home! 
@ Radia Electric Conveniences 
are favored not only for LIFE 
homes but by progressive Archi- 
tects and Builders everywhere. 
Unconditionally guaranteed. 
leading Jobbers or 
we can make prompt shipment 


Trade Discounts F.O.B. Pgh., Pa. 
; 4 or more 40%. 
Write for Full Details 
MANUFACTURED BY 
SHEPLER STOVE CO. 


PITTSBURGH, PA. 


Selected fot LiFE home! 


BALTIMORE, 

















ELECTRIC HEATER 
Instantly supplies the “‘extra’”’ 
heat needed for bathing and 


dressing. Hourly operating 
cost only 2c for average bath- 
room. Installation inexpen- 
sive. Long-life heating ele- 
ment. Styles, sizes and fin- 
ishes for all requirements. 
List Price $12.00 up 
In Chromium or White 
porcelain finish. 








CERTIFIED RATINGS 


en 


SELL ‘*‘31 Series’? QUIET-QUALITY FANS 


No need to take chances with just any propeller fans. Be sure the units 
you install have CERTIFIED RATINGS! All AUTOVENT ‘“‘quiet-quality”’ 
products are tested and rated in accordance with Standard Test Code as 
adopted jointly by National Association of Fan Mfgrs., and American 
Society of Heating & Ventilating Engineers. Write for FREE Bulletins. 


AUTOVENT FAN & BLOWER CO. 


1825-27 N. KOSTNER AVE., (Member N. A. F. M.) CHICAGO, ILL. 











Wm. H. Berry, Jr. 


88 Pryor 


ATLANTA, GA. 
The Tork Clock Co., 


TORK CLOCKS 


Window Lighting, Signs, Heating, 
Ventilating and Air Conditioning. 
Portable Models for Radios and Cookers 


$9.75 and up 


WRITE FOR BULLETINS 


Paul A. Michler 


St., S. W. 1814 Allen Bldg. 
DALLAS, TEXAS 


Inc., Mount Vernon, New York 








HAVE YOU HEARD ABOUT 
RE-MO-LITE 
FOR FARMS AND INDUSTRIAL JOBS? 


If you haven’t you are under no obligation to 
write for a circular. A free trial offer is 
open if you want to try RE-MO-LITE. 


Manufacturers of RE-MO-LITE, Re-Mo- 
FLOOD LIGHTS, SPECIAL REFLECTORS 
for Flourescent, Lumiline and Silver Bulb 
Lights. 


20TH CENTURY ENGINEERING CO. 
MANKATO, MINNESOTA 














THE MOST VERSATILE TIME SWITCH 


ON THE PRESENT MARKET 
MODEL 150-B—$15 


Completely adjustable in steps of 
one-half hour. 
* Provides one, any number, or any 
combination of half-hour periods as | 
desired. 
* Can be connected to provide either 
closed-circuit or open-circuit periods. 
Can also be connected for use as 
an adustable single-pole, double-throw 
Time Switch. 


Write for information. 


Automatic Electric Mfg. Co., Mankato, Minn. 








“HANDBOOK OF 
INTERIOR WIRING 


HIS val 
of wi 


ring adequacy equally acceptable to all 
branches of the electrical industry and is sponsored by 
the eight National Associations. It fills a ipitertak 
need in dealing with the problem of inadequacy in 
wiring capacity and the handicap it places on elec- 
trical progress 
In preparing this Handbook, the authors have en- 
deavored to create a reference book of value to the 


designer of 


a consulting electrical 
dertake large special structures and maintain engi- 
neering staffs. 


In general, the Handbook discusses “why” adequate 


wiring is neé 


those needs, 
distinctly not a booklet on “how” to wire in the sense 
of covering spe 


stallation. 


of the factors that enter into the smaller job while 
only an outline of procedure has been given for 


larger instal 


This valuable handbook may be secured with a three 


year subscri 
with a five 


ELECTRICAL SOUTH 


GRANT BLDG. 


THE 


DESIGN” 


uable new handbook is the first standard 





handled by 


that un- 


those installations not normal 
engineer or by firn 





eded, “what’’ must be installed to supply 
and “where” it should be placed. It is 


fic wiring materials and their in- 
"Beery effort has been made to include all 


lations 


ption to ELECTRICAL SOUTH for $2.50 or 
year subscription for $3.50. 


ATLANTA, GA. 
































ELECTRICAL SOUTH for FEBRUARY, 1939 


HERE’S THE WAY 
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Dealers and Distributors 
Needed for this rapidly 


growing home cooling field! 











“Breeze- Spreaders” 
OR 


“Streamiiners” 
A 





“Overheads” 


LBS 
(Nott) Ve \ 


“Tornades” 


VICTOR Véiono- 


Want to double your fan sales in ’39? Here’s how! 


The most powerful fan selling feature ever 
developed—Victor’s patented no-draft, no-blast 
“Miracle Breeze’”—is ready to help you get more 
fan business than you’ve ever had before. The 
famous Victor Ribbon Test gives you more than 
a talking point . .. it’s a sure-fire demonstration 
your customers can see and feel/ 


THE BIG PROFIT LINE! 


Victor Fans are quality built for years 
FREE, 
ays = 


of outstanding performance. Every type 
and size—in models for home, office, 
commercial and industrial use—is priced 
to meet competition. Victor Miracle 
Breeze Fans can make big profits for 
you . .. send for Victor’s complete, 
new 1939 catalog today—it’s free 
for the asking! 







VICTOR ELECTRIC PRODUCTS, INC. 


2953 Robertson Ave., Cincinnati, Ohio 


The only Portable 
Electric lroner that 
- offers... 


20-INCH ROLL 
SELECTIVE “LAG”’ 
KNEE CONTROL! 











ATTIC VENTILATION 


Here is one of the fastest money-making op- 
portunities in the electrical appliance field. 
Sales for REX AIRATE home cooling by 
means of attic ventilation are growing so fast 
that electrical distributors and dealers are 
needed for open territories everywhere. 


AIR CONTROLS, INC., a leading manufac- 
turer of attic ventilation equipment, supplies 
its customers with effective direct mail and 
sales plans that really produce business. 


Write today for complete information. 


AIR CONTROLS, INC. 
Div. of 


THE CLEVELAND HEATER COMPANY 
1937 West 114th, Cleveland, Ohio 























Commercial Refrigeration and A\ir 
Conditioning Prove Ideal Combination 


DEALER has to be good to 
A do ninety per cent of the 

air conditioning in his ter- 
ritory, but that is the record 
claimed by the Helburn Company, 
refrigeration representatives of 
Montgomery, Alabama. 

This concern specializes in the 
smaller jobs: It not only makes a 
specialty of working out jobs which 
customers can pay for but is able 
to extend easy terms, so that the 
purchaser of air conditioning may 
pay for it monthly out of his busi- 
ness. 

Another factor in the success 
of this 28-year-old concern is that 
it has been in the institutional sup- 
ply business for years, outfitting 
restaurants, grocery stores, soft 
drink stands, hotels and hospitals. 
A big part of its business consisted 
of the sale of refrigeration equip- 
ment including display cases for 
meats, dairy products, sea foods 
and vegetables. Hence taking on 
air conditioning merely meant an 
expansion of the refrigeration de- 
partment and this was done when 


By Geo. H. Watson 


restaurants and grocery stores be- 
gan to show an interest in air con- 
ditioning. 

Branching out from the food 
field, the Helburn Company has 
also air conditioned most of the ap- 
parel stores in Montgomery. In 
the main square of the city the four 
corner stores were all air condi- 
tioned by this company. More than 
$100,000 worth of air conditioning, 
mostly in less than 10-ton jobs, 
have been handled in a six months 
period. 

Fitting the job to the customer is 
a specialty with the Helburn Com- 
pany of which Sam Helburn is 
president and Paul Renaud is air 
conditioning engineer. For exam- 
ple, a job comes up in a clothing 
store in which the architect or con- 
sulting engineer has specified a cer- 
tain amount and size of equipment. 

Engineer Renaud also makes a 
survey of the job. He submits a bid 
just as specified by the architect 
or consulting engineer, but if in his 


judgement the store can be ade- 
quately served with smaller equpi- 
ment, by improving the layout, 
then he asks permission to submit 
an alternate bid. This has won the 
concern a number of contracts. As 
a rule, the air conditioning bids 
run higher than the owners antici- 
pate, and many jobs have been in- 
definitely postponed on this ac- 
count, so that the Helburn Com- 
pany feels justified in submitting 
alternate bids on some jobs. 
“Most of our air conditioning 
jobs are in retail places where the 
customer remains only a few min- 
utes while making a _ purchase,” 
said Mr. Renaud. “Therefore not 
as much refrigeration is required 
as in an office for instance where 
the comfort only of the employees 
is considered. So we strive to pro- 
vide comfort for the customer and 
that doesn’t require as much air 
conditioning capacity for a satis- 
factory job. We figure that a 15 
degree difference in the tempera- 
ture inside and outside the air con- 
ditioned place is quite enough.” 


The Helburn Company in Alabama find air conditioning and com- 
mercial refrigeration sales and service an ideal set up. At left 
is a typical installation of both services in a grocery store, while 
below is the extensive home of this 28-year old firm al 
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VARNISHED CAMBRIC + RUBBER! COVERED POWER CABLES + BUN DING WIRE 


GRIESCENT 


FATED WIRE and CABLE 


* SGUOD AIGIXATA ¢ TIGVS IVNOIS - SAYIM OIGVU 


ui ee ae, 5 Se, 

To carry the load imposed by heavy industry, CRESCENT 
offers a complete line of which a few are Control Cables, 
Rubber Covered Power Cables, Lead Covered Cables, 
and Varnished Cambric Cables. Where excessive heat, 
vibration and hard usage are encountered, specify 
CRESCENT super-aging and heat-resistant ENDURITE 
Insulation. Write for complete information or call on 


your nearest Crescent representative. 


‘@& 
TRENTON, \ / NEW JERSEY 
tl 


SOUTHERN REPRESENTATIVES 


ATLANTA, GA. NEW ORLEANS, LA. 
Edgar E. Dawes Paul Hogan, Jr. 
A-4 Rhodes Bidg. Annex 1907 Jefferson Ave. 
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ENDURITE SUPER ~- AGING INSULATION - WEATHER-PROOF WIRE 
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The Helburn Company also has 
an advantage in that it represents 
a manufacturer which supplies all 
the equipment for air condition- 
ing, where competitors sometimes 
have to assemble the component 
parts. Only the sheet meta! work 
is sublet. The installation is made 
by the service department which 
has had long experience with re- 
frigerating equipment. The serv- 
ice men also can handle such work 
as building a water tower on small 
jobs. 


Typical Installation 


An example of the scope of the 
Helburn Company’s business is af- 
forded in the recent modernization 
of the Kentry Grocery Company in 
Montgomery. Helburn furnished 
all fixtures including refrigerated 
display cases, scales, coffee mill 
and slicing machines. In addition 
it installed the air conditioning. 
The latter consists of a five-ton in- 
stallation. A 1% hp motor sup- 
plies refrigeration for the meat and 
vegetable cases. The store walls 
and ceiling are lined with Celotex. 
In addition the ceiling was rock- 
wool insulation. The ceiling is only 
nine feet high which made the air 
conditioning job easier. The air 
conditioning unit is attached to the 
ceiling just back of the partition 
wall between the display room and 
the storage room in the rear. A 
Celotex inclosure is provided for 
the unit which makes for a neater 
looking job. Ductwork is placed 
in the partition wall and air cir- 
culated toward the front. Winter 
heating is provided by a gas heat- 
ing unit placed in the main duct. 

This is one of the first indepen- 
dent grocery stores in the South 
to be air conditioned. The first 
such store in Alabama to be air 
conditioned was the Auburn Cash 
Grocery of Auburn, Ala., a job also 
handled by Helburn. This concern 
has furnished the grocery with dis- 
play cases, scales, walk-in coolers, 
exhaust fans and the like for years 
and the air conditioning came as a 
welcome addition to this business. 

One of the larger jobs completed 
by this concern was a 27-ton in- 
stallation in a Selma, Ala., hospital. 
The operating room, doctors’ office, 
reception room and some of the pa- 
tients’ rooms were cooled. A sep- 
arate cooling unit serves the op- 
erating room in order to make sure 
that ether fumes are not diffused 
elsewhere in the building. Patients 
are charged $2.00 per day extra for 


air conditioned rooms. 

The fact that the company has 
been in business so long is used 
of course as a point in the sale of 
air conditioning where the matter 
of maintenance arises. A _ half 
dozen men are employed in the serv- 
ice department which serves quite 
an area outside of the city as well. 

The Helburn Company owns its 
own two-story brick home at 412 
Montgomery Street, a feature of 
which is a ramp reaching the sec- 
ond floor where trucks may load 
and unload. The concern adver- 
tises as “The South’s largest and 
most complete refrigeration equip- 
ment and supply house.” 





Experimental Installation 
For Attic Fan Study .. . 


ONTRIBUTING a great deal 
to the solution of comfort 
cooling system problems for the 
Cahn Electric Co., of Shreveport, 
La., was the experimental fan in- 
stalled in the shops of this company 
in its downtown store, Abry S. 
Cahn, president, reported recently. 
A typical fan of the line carried 
by this company was installed just 
over a partition dividing the front 
of the shop area from the rear. A 
grille was placed beneath the fan 
at ceiling height. A method of 
bracing the fan into position for 
best results was worked out. 
Materials to be placed beneath 
the fan for absorbing vibration and 
noise were given thorough trials, 
and one was finally selected. This 
feature, alone, considerably im- 
proved installations made by the 
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company, Mr. Cahn said. 

The same experimental work was 
done to determine the best type 
of grille to be used. Some firms, 
Mr. Cahn pointed out, use wood, 
some metal. The Shreveport com- 
pany undertook to find out which 
of these, and in what form, was 
most suitable to do the work ef- 
ficiently. 

“The more efficient your grille 
is, the smaller the ceiling opening 
required,” Mr. Cahn pointed out. 


Safety Feature Developed 


One of the most unusual features 
of the fan installation worked out 
in this experiment was the drop 
door at the back of the fan. It 
lifts to a slant position above the 
opening and in back of the fan, 
where it is held rigidly in place, 
thus directing the air from the ceil- 
ing opening into the fan from the 
rear. 

In this position, it forms a door 
to the fan box, in the attic, and 
prevents air from the attic going 
into the fan. But it also serves 
an excellent secondary purpose in 
minimizing possible fire hazards. 
On every fan having this feature 
installed, a fuse is provided which 
breaks at approximately 135 de- 
grees Fahrenheit, causing the door 
to drop back into place over the 
grill opening. 

As the door covers the grill open- 
ing, it operates a mechanism which 
cuts off the fan, thus removing any 
chance of suction which might lift 
the door again, or prevent it from 
staying securely in place and cut- 
ting off the draught of air through 
the house, 
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HOOK FOR CLOS- 


INTAKE \ CHAMBER 


SWITCH AUTOMATIC- 
ALLY CUTS OFF CUR= 
RENT WHEN DOOR 
CLOSES. 


po lNSULATING MATERIAL 


\ d 










\ TOTALLY EN~«~ 
\ CLOSED MOTO 

















- onus os ¥ 


CEILING 


APPROVED 135° F. FUSIBLE LINK 
EXPOSED DIRECTLY TO AIR STREAM 








The fusible link and drop door incorporated in this attic fan design 


contributes a great deal to the safe operation of this type unit 
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Every Trumbull Product is designed with these ideals in mind . . @ faultless 
electrical and mechanical performance ..@ economical installation and 
maintenance .. ®@utmost safety to man and equipment. That is what we 
mean when we say that Trumbull Products are RIGHT for the jobs they 


are designed to do. 


Right ...-.for These Reasons 


Easier installation and maintenance. ENTIRE STARTER 
MECHANISM mounted on a single steel back plate, remov- 
able As A Unir from the Front of the box. All important 
parts, such as magnetic coils, overload relay heaters and 
contacts, are also inspectable and removable from the 
front. 

Thermostatic overload mechanism,accurately calibrated, 
has same characteristics as motor . resets automati- 
cally .. nothing to renew. Interchangeable relay heaters. 

NON-CARBONIZING heavy black glazed porcelain Bases 
prevent absorption of moisture and accumulation of dust 


or carbon eliminate danger of flashover. 


Simplified wiring. Identified control terminals for leads 
to push button stations. 

High interrupting capacity and double break action, 
Duo-break, wiping pressure, butt-type contacts. 


Handsome machine grey enamelled round-cornered 
boxes match the high standards of finish in modern in- 
stallations. 


Re 


MAGNETIC 
STARTERS 


Right --for These Applications 


Because of greater safety, convenience and freedom from 
service interruption made possible by their excellent per- 
formance, these starters find almost unlimited application 
in conjunction with “finger tip” push button control 
and individual motor drive. 


They provide complete motor protection against over- 
load, undervoltage or damage through phase failure under 
all operating conditions. 


Trumbull Engineers, working with leading designers, 
builders and users of motor driven machinery and process 
equipment, have developed many special control devices 
combining Trumbull Magnetic Motor Starters or Mag- 
netic Contactors (controlled through thermostats, time, 
float, pressure or vacuum switches) with disconnect switch- 
es and reversing switches in compact unit mountings. 


Let Trumbull Engineers help you find the Ricut 
answer to your own motor control problems. And remem- 
ber that Trumbull Products and Trumbull Service are no 
further away than the Trumbull Electrical Wholesaler 
and Contractor in your own territory. 


ine 


PRODUCTS THAT ARE RIGHT FOR THE JOB . . . SERVICE THROUGH WHOLESALERS AND CONTRACTORS WHO ARE RIGHT ON THE JOB 































































EHFA Wiring Plan 


Promoted in Florida 
(Continued from page 19) 


operation for only a short time, its 
success appears to be assured. One 
of the principal advantages is that 
all contractors who belong to the 
association receive their share of 
the business on a basis which in- 
cludes a fair profit. The incentive 
to substitute competitive materials 
of lower quality is entirely elimi- 
nated, and the home owner is as- 
sured of receiving an adequate, 
safe wiring installation. 





State Wage and Hour 


Bills Discussed ‘ 
(Continued from page 19) 


The state bills will specify a 
maximum eight-hour day, the work 
week to be reduced over a two-year 
period, the length of the week to 
be established by state determina- 
tion. The committee did not at- 
tempt to recommend a basic wage 
minimum but it did suggest that 
a minimum amount be fixed and 
not left for determination by state 
wage boards which are sometimes 
slow to act, defeating the main pur- 
pose of immediate relief to under- 
paid workers. The time and a half 
for overtime clause is recom- 
mended. 

As in the Federal Act, the pen- 
alty for violation provides that em- 
ployers paying less than the mini- 
mum wage or overtime compensa- 
tion shall be liable to the workers 
for double the amount unpaid. 

The bill follows closely the gen- 
erally accepted procedure found in 
existing state minimum wage laws 


Few local chapters of the National Electrical Contractors Associa- 
tion have been able to maintain the interest in their organization 
and activity on the scale enjoyed by the Jacksonville Chapter, 
Florida. Once a month, the Chapter holds a closed meeting for 
members only but in order to develop industry cooperation and 











and in the Federal Act for the de- 
velopment and issuance of wage 
orders, including provision for in- 
vestigations, careful deliberations, 
and public hearings. The Federal 
pattern will also be followed in 
combining wage and hour provis- 
ions in one measure, in setting up 
wage boards, and in charging the 
labor commissioner with enforce- 
ment. 

The determined drive for state 
wage and hour legislation covering 
all workers had its inception close 
upon the passage of the Fair Labor 
Standards Act when a number of 
state officials and labor represen- 
tatives approached the Department 
of Labor for suggestions as to how 
the Federal Act could be adapted 
to state use, bearing out the con- 
tention of Washington political ob- 
servers that the Federal wage and 
hour law was everybody’s baby and 
not just the problem child of the 
manufacturer and distributor. 





Electrical Installation of 
The Sam Houston Coliseum 
(Continued from page 24) 


be lowered so that separate per- 
formances for the Coliseum and 
Music Hall can be given at the 
same time should it ever be desired 
to do this or the entire stage is 
available for either auditorium. 
On the stage is a pre-select pilot 
board, employing reactor dimming 
control contactor panel, with dim- 
mer panel in basement just below. 
This controls stage and Music Hall 
lighting, which consists of three 
colors—pink, blue and red. 
Reactor dimming, Mr. Copeland 


understanding, the association also holds an industry meeting and 
banquet once each month which is attended by dealers, inspectors, 
wholesalers, utility employees and manufacturers representatives 
as well as electrical contractors. The group attending one of the 
latter meetings is shown above eg Lipase 
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explained, gets away from the 
heavy resistance plate used in the 
old form of dimming. The dimming 
is controlled by the use of direct 
current passed through a _ reactor 
coil, which serves the same purpose 
as the old style resistor. With the 
reactors in the basement, the board 
is more compact and flexible. 


Preset Switchboard Installed 


By means of the pre-select sys- 
tem, lighting for five different 
scenes can be selected in advance 
and timed so that the desired scene 
will come on when the master 
switch is tripped. 


A public address system was in- 
stalled in both auditoriums, de- 
signed so that microphone outlets 
can be hooked up in practically any 
position in the Coliseum. A series 
of loud speakers was located near 
the center of the large auditorium, 
facing all directions; others are in 
corners of the room. 


An interesting installation in the 
Coliseum recently, handled by the 
Copeland Company, was the ar- 
rangement of an ice rink to accom- 
modate the Sonja Henie troup of 
performers. The wooden floor in 
the oval was removed and over the 
dirt, some 40,000 feet of 1 1/4- 
inch black pipe coils were laid. Over 
these coils was placed damp cheese 
cloth, then a fine spray of water 
was frozen as it hit the cheese cloth 
or ice surface. Temporary compres- 
sors had been set up in the base- 
ment for freezing the coils. This 
entire lay-out of the ice rink was 
handled without wetting the soil 
underneath the temporary wooden 
floor, Mr. Copeland stated. 
















Southeastern Engineers 
To Meet in Raleigh . . 


EARLY 100 utility engineers 

are expected to be in attend- 
ance at the quarterly meeting of 
the Engineering and Operation 
Section, Southeastern Electric Ex- 
change, to be held in Raleigh, N. C., 
February 23 and 24. Headquar- 
ters for the meeting will be in the 
Hotel Sir Walter. 

Although the greater part of the 
program for the two-day meeting 
will be devoted to technical subjects 
relating to transmission and dis- 
tribution, two subjects of a more 
general nature pertaining to per- 
sonnel management should be found 
particularly interesting and timely. 
One of these, “The Wage and Hour 
Act,” will be discussed by C. B. 
McManus, assistant operating man- 
ager, Georgia Power Company. 
“Increasing the Efficiency of Man 
Power” vrill be the subject of an 
address by W. E. Brown, manager 
electric department, Virginia Elec- 
tric & Power Company. 

Among others who will address 
the meeting, on the subjects indi- 
cated, are: J. I. Onarheim, sales en- 
gineer, Allis Chalmers Manufactur- 
ing Company, “Design and Applica- 
tion of High Voltage Step-Type 
Regulators;” M. C. Miller, elec- 
trical engineer, Ebasco Services, 
Inc., “Distribution Capacitors;” F. 
H. Meece, engineer, transmission 
department, Carolina Power & 
Light Company, “Experience with 
Expulsion Gaps on Transmission 
Lines;” and L. M. Shadgett, Geor- 
gia Power Company, chairman of 
the Safety Committee, E.E.I., “Safe 
Practice in the Maintenance of 


Distribution Circuits.” 

Other subjects to be discussed 
before the meeting include progress 
in simplified wiring to reduce in- 
stallation costs and the coordina- 
tion of fuses. 

R. I. Butterworth, East Tennes- 








Southeastern Engineers to Meet in Raleigh 
Repair of High Voltage Bushings 
Low-Pressure Gas-Filled Cable Developed 


IN THIS SECTION: 








see Light & Power Company, chair- 
man of the section, will preside 
over the meeting. 


Gas-Filled Cable Described 
To A. I. E. E. Group 


OW-gas-pressure cable, most 

recent outstanding develop- 
ment in its field, was announced 
January 26 by G. B. Shanklin, 
engineer of the cable section of the 
General Electric Company, at the 
1939 A.I.E.E. Winter Convention, 
held January 23-27 in New York 
City. 

In the new cable less insulation 
is required, for a given conductor 
size, than in the solid type of con- 
struction. As a result, gas-filled 
cables of a higher rating can be 
substituted for the solid types in 
existing duct systems without en- 
largement of manholes. At present 
the cost of the two types is com- 
parable, and particularly in the vol- 
tage range from 10 to 35 kv it is 
believed that the smaller diameter 
and possible use in smaller ducts 





Cross section of new gas filled cable 
described at A. |. E. E. Winter Meeting . 





of the gas-filled cable will assure 
its wide application. 

This voltage range was former- 
ly the gap between the optimum 
ranges of the solid-type and the 
oil-filled constructions. The new 
product is almost as easy to han- 
dle in the field as is  solid-type 
cable, and splices are simple. The 
adjustment of gas pressure can be 


handled economically by gas res- 
ervoirs when conditions require 
them. An alarm system can be in- 


stalled to detect gas leakage. 
Similar to Oil-Filled Cable 


The general construction of the 
new cable is quite similar to that 
of the oil-filled cables which are 
now widely used. The principal dif- 
ference is that instead of being 
filled with oil the channel spaces 
are drained before the cable leaves 
the factory and the cable system is 
filled with neutral gas, nitrogen, 
under a moderate pressure (10-15 
Ib. per square inch.) 

In line with its function of fill- 
ing the gap between two earlier 
types of cable construction, its op- 
erating voltage stress, in volts per 
mill, is not as high as that of the 
oil-filled type but is considerably 
higher than that of the convention- 
al solid-type impregnated paper- 
insulated cable. 

“Since the need for high-voltage 
underground transmission arose 
some forty years ago,” stated Mr. 
Shanklin, “there has been and al- 
ways will be a continual effort to 
obtain better and more economical 
designs of cable systems. Solid- 
type and oil-filled cables have be- 
come standard; in attempting to 
develop newer and better systems, 
basic principles are taken from ex- 
perience gained with these stan- 
dard types. 

“For example,” he continued, 
“the benefits of maintaining posi- 
tive pressure during service are 
fully demonstrated. There are 
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only two well-recognized pressure 
media: liquid (oil) and gas. The 
development field utilizing oil as a 
pressure medium is now covered 
and is best exemplified by the 
standard low-pressure oil-filled ca- 
ble system. 

“The use of gas as a pressure 
medium leaves a more versatile 
field of exploration. In the way of 
simplicity it is attractive. There 
are no hydrostatic head pressures 
to deal with and the accessory de- 
signs are simple, at least for Jow- 
pressure systems. Installation and 
maintenance are also simplified. 

“Soon after entering this field 
of development we concluded that 
a dry, inert gas in direct contact 
with and saturating the impreg- 
nated paper insulation, gave the 
best assurance of maintaining 
pressure through the whole cable 
cross section with minimum time 
lag during the temperature and 
pressure variations,’ Mr. Shanklin 
explained. 

“Tt was further concluded that 
longitudinal gas-feed channels in 
the cable would facilitate control 
of uniform gas pressure along the 
cable length in service. In fact, 
such channels were necessary to 
fully accomplish this purpose. They 
fulfill another important function 
in providing surplus gas at any 
point of accidental leakage. 

“Without longitudinal fed chan- 
nels that will readily convey sur- 
plus gas, pressure would be rapid- 
ly lost at such leakage points and 
cause failure. On the basis of fur- 
ther observations, we are coucen- 
trating on low-gas-pressure sys- 
tems of moderate voltage rating, 
and at least for the time being con- 
sider this the most promising field 
of development.” 


World’s Largest 15-kv Air 
Circuit Breaker Described 


HE largest 15-kv multiphase 
air circuit breaker in the world 
recently was described by R. C. 
Dickinson, Westinghouse engineer 
at the winter convention of the 
American Institute of Electrical 
Engineers in New York. The 
breaker has a continuous current 
rating of as much as 3,000 amperes 
and, during routine tests, has in- 
terrupted 37,000 amperes (half a 
million kva) on a single pole and 
has closed against peak currents 
of more than 100,000 amperes. 


Although nominally designed for 








15-kv service, the new breaker has 
23-kv insulation. Physically it re- 
sembles other three-pole breakers 
made up of single-pole units mount- 
ed on a common frame, actuation 
being provided by a conventional 
solenoid mechanism mounted at one 
side of or underneath the breaker. 
Mr. Dickinson stated that after 
a series of 21 tests in rapid se- 
quence at high currents, which is 
equivalent to many years of cen- 
tral-station service, the circuit 
breaker was dismantled for inspec- 
tion, was found to require no re- 
pairs or replacement of parts, and 
was reassembled to be put through 
another series of gruelling tests. 


Rural Electrification 
In North Carolina . . 


NTATISTICS show North Caro- 

lina added more rural power 
customers last year than any other 
state in the South and was ex- 
ceeded by only five other states in 
the union, Chairman Dudley Bag- 
ley of the North Carolina Electri- 
fication Authority, reported re- 
cently. 

In 1923, Mr. Bagley said, 2,100 
farms were receiving electric 
power and during the following 
12 years the number was increased 
to 11,448. Progress has been more 
rapid since then, the 1936 total be- 
ing 14,319; the 1937 total, 23,866; 
the January 1, 1938 total, 41,675; 
and the total now 53,706. 

Rural power lines to date have 
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cost $8,437,688. Power companies 
have spent $6,158,441 to build 
6,504 miles; the Federal Rural 
Electrification Administration has 
loaned cooperatives $1,520,210 to 
build 1,417 miles; and _ various 
towns have spent $579,037 for 
1,056 miles. The average per cus- 
tomer of the power company outlay 
was $170; of the Federal agency, 
$245; and of the towns, $135. 

Mr. Bagley said a survey in typi- 
cal counties showed that one year 
after completion of a rural power 
line, the average farm customer 
had invested $180 in wiring and 
electrical appliances. This indicates, 
that while the various agencies 
were spending $10,378,108 building 
the lines, the farmers were spend- 
ing $10,675,120 for wiring and ap- 
pliances. 


Filling of Guntersville 
Reservoir Begun 


ILLING of Guntersville reser- 
voir, Alabama, fourth TVA 
water control project to be com- 
pleted, began January 16 when the 
18 gates were closed, John B. 
Blandford, Jr., general manager of 
the Authority, announced recently. 
In two weeks or less, depending 
on rains, the reservoir level will be 
high enough for resumption of 
navigation through the lock, which 
has been closed for the last month. 
In another month at the most, the 
lake will be at the normal low level 
to be maintained during winter sea- 
sons. 













Designed to meet particular spacing requirements, this unit illustrates the adaptability 
of this new high-power air breaker for special conditions. This is a shaft-operated 
three-pole breaker with the closing solenoid at one end of a common frame. The pole 


spacing is 52 1/2 inches, and the unit was completely assembled in the factory. 














AJOR repairs to high volt- 
age bushings were not 
considered in this locality 


prior to 1931. Since then, however, 
over 1200 bushings have been re- 
paired and of that number only 
ten failed during tests before 
leaving the shop. Only 12 have 
been reported to have failed in 
service. 

The methods described in this 
paper are the successful results ob- 
tained after considerable experi- 
mentation. The first repairs tried 
were to replace damaged banding 
wire and turn out carbonized spots 
on the lower ends of condenser 
bushings with the entire bushings 
chucked in a lathe. However, it 
was found necessary to dismantle 
the bushings before a satisfactory 
baking-varnish finish could be ob- 
tained. 

The first bushing was dis- 
mantled on a very warm day and 
the insulating compound, which 
was ordinarily hard, was compara- 
tively fluid, allowing the stem to 
be removed from the porcelain 
stack, leaving the cap intact. The 
stack was then suspended in an 
oven by the cap contact to permit 
the remaining compound to melt, 
but before the compound was out, 
the cap expanded at the top rain- 
shed joint and released its hold on 
the stack, which fell to the floor of 
the oven, 

The stem in turn was cleaned 
and placed in the oven to bake out 
the moisture. The temperature of 
the oven was raised too fast, and 
the internal pressure, due to mois- 
ture in the stem, caused it to burst. 

Experiences such as these were 
met time and again during the 
early days of bushing repair be- 
fore a practical solution to these 
difficulties was found. 





Defects Found in Bushings 


The most common defects found 
in bushings are: 

(1) Broken porcelain, both me- 
chanical and flashover. 

(2) Leaking gaskets, caused by 
deterioration of gasket material 









Shop Practice in the Repair of 
High Voltage Bushings 


By W. L. Stratton and 
Geo. F. Stratton* 


Armature Winding Company 
Charlotte, N. C. 


and loosening of bolted joints. 

(3) Creepage on lower end of 
condenser bushings, caused by bad 
oil or carbon. 


(4) Internal’ electrical break- 
downs. 
(5) Porcelain shells blown off of 


solid-type bushings, apparently due 
to voids in hard insulating com- 
pound in the top ends of the bush- 
ings. 


(6) Blow holes and cracks in 
cast caps, permitting water to 
seep in, 

(7) Bad contact between cur- 


rent-carrying stems and top termi- 
nals. 


(8) Deterioration of ground 
shield insulation on solid-type 
bushings. 


(9) Migration of oil into the 
compound-filled top end of solid- 
type bushings when used with con- 
servator tank apparatus. 

(10) Loose cement and litharge 


joints in bulk-type porcelain bush- 


ings. 
(11) High 
readings. 
When a bushing is received at 


comparative test 


the shop for repairs it is thorough- 
ly examined to determine the ex- 
tent of its external damage. It is 
electrically tested for internal 
faults by applying 33 kv between 
the top contact and the flange and 
reading the current in the circuit. 
The temperature of the bushing is 
noted at the time, as it will affect 
the magnitude of the reading. This 
reading is then compared to like 
readings of good bushings of the 
same type. High comparative read- 
ings indicate trouble. 

If the bushing appears to be re- 
pairable, it is marked with an iden- 
tifying number from which the his- 
tory of its repairs may be traced. 
This facilitates future work. 


Repairing Condenser Bushing 


The cap is removed from _ the 
porcelain stack. This is accom- 
plished on new type bushings by 
unbolting and on older bushings by 
chipping the litharge or cement be- 
tween cap and porcelain. The bush- 
ing is then suspended at an angle 


in the oven and the compound 
melted out. 
While still hot, the porcelain 


stack is slipped off the stem, and 





Adapted from a paper presented before 
a meeting of the Southern Section, Ameri- 
can Institute of Electrical Engineers held 
1938. 


in Miami, Fla., November 28-30, 





Condenser type bushings are cleaned by turning down in a lathe 
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if the stack is composed of multi- 
piece porcelain sheds cemented to- 
gether with hard compound, these 
are separated at this time. In the 
case of cement or litharge joints, 
specially shaped chisels are used 
in an air hammer. After separa- 
tion, the rainsheds are washed with 
gasoline and examined carefully 
for defects before they are re- 
assembled. 

The stem is centered in a lathe 
and cleaned down to the original 
surface. 

Burns, creepage, or mechanical 
damage to the steps are repaired 
carefully by turning out the bad 
spots. This is accomplished on the 
bottom end by removing enough 
banding wire to permit the top 
layer of foil and insulation to be 
turned back likewise. On the top 
end, the turned-out spots are dis- 
tributed over three or four steps. 

The steps are then tested by ap- 
plying 33 kv across all of them and 
short-circuiting adjacent ones with 
two joined pointed contacts mount- 
ed on the ends of 18” insulating 
sticks. The condition of the step is 
judged by the strength of its arc. 

After weighing, the stem is 
baked in the oven at from 200 to 
220 degrees F. for 21 days. Then 
it is weighed again and the weight 
lost noted. Some stems lose as 
much as a pound and a half of 
moisture and oil. The average for 
88 kv and 100 kv stems is 8 oz. 





All repaired bushings are subjected to a 
high voltage test with this equipment . . 





Steps found to be bad frequently 
bake clear in the oven, but if they 
do not, they are short-circuited on 
the top end of the stem by con- 
necting their layers of foil with 
a small strip of sheet copper to pre- 
vent further burning. This reduces 
the number of steps on the bush- 
ing. 

The surface of the stem is 
cleaned with gasoline and allowed 
to dry before the clear baking var- 
nish is applied. The first coat is 
applied very thin and allowed to 
bake 24 hours, then 12 additional 
thicker coats are added at 12-hour 
intervals. 

After each baking, the finish is 
carefully examined for blisters or 
oil. If either appears, the spot is 
scraped clean and washed with 
gasoline before the next coat of 
varnish is applied. It is necessary 
to maintain constant oven tempera- 
ture throughout the varnishing 
period to obtain best results. 

No repairs are required on caps 
that are bolted to flanges cemented 
to the tops of porcelain shells, but 
radical changes must be made on 
the cast caps of earlier manufac- 
tured bushings. 


Machine Work on Caps 


The threaded portion is cut off 
and machined, as shown in the dia- 
gram. A groove is cut in the cap 
nut and a tongue machined in the 
cap to match it. When the bush- 
ing is reassembled, this joint is 
soldered to provide a perfect seal 
against moisture. Two holes for 
admitting the compound are also 
drilled in the cap and tapped for 
one-half inch pipe threads. One of 
them is used for a breather pipe 
when the bushing is put in service. 

On some circuit breaker bush- 
ings, when high-current carrying 
capacity is required and the cap 
nut is also the contact, an addi- 
tional lead is soldered inside of the 
cap nut and run down through the 
hollow conductor to the lower end 
of the stem where it is soldered to 
a brass plug tightly fitted into the 
conductor. 

The finished stem is removed 
from the oven and placed in the as- 
sembling rack. The rainsheds are 
then stacked on, all joints are 
brushed, and all gaskets are com- 
pletely covered with red lacquer. 

When litharge is used in cement- 
ing multi-piece rainsheds, strips of 
one-eighth inch thick cork are 
placed around the walls of rain- 
shed joints when the litharge space 
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Cast caps of earlier manufactured bush- 
ings must be machined as shown here . 


is excessive, in order to prevent 
porcelain breakage from expansion 
of the litharge. 

Often gaskets of different thick- 
nesses have to be used to maintain 
good gasket pressure and at the 
same time allow the cap nut to be 
screwed down tight. 

The tongue and groove joint be- 
tween the cap and nut is then sol- 
dered, and the bushing filled with 
semi-fluid compound that has been 
heated to accelerate its flow. After 
cooling for one hour, the lower end 
of the bushing is submerged in oil 
and a high voltage test applied. A 
test of 88 kv for one minute and 
50 kv for 30 minutes is applied to 
all 44 kv bushings; and 150 kv for 
one minute and 100 kv for 30 min- 
utes is applied to all 88 kv bush- 
ings and above. 

The exposed steps on the lower 
end of the bushing are taped with 
varnished cambric tape and cov- 
ered with moisture-proof com- 
pound, after which the bushing is 
swung vertically up-side-down and 
litharge, or other sealing com- 
pound, poured into the porcelain 
joints and allowed to harden. 

The litharge joints are given 
three coats of red lacquer, each be- 
ing allowed to dry before the next 
is applied. Experiments are being 
tried with a final coat of weather- 
resisting paint. The flange is then 
painted and a nameplate put on giv- 
ing the identifying number, the job 
number and the date repaired. 

The repaired bushing is then 
given the same 33 kv test it re- 
ceived before it was dismantled. 


Paper Insulated Stems 


The majority of the bushings of 
this type received have broken 
porcelain shells. In any case, all 
bolts are removed from _ bolted 
joints and the bushing is heated in 
the oven to soften the compound, 
so that the flanges and porcelain 
may be removed without injury to 
the ground shield. 

An undamaged stem is placed in 
a lathe and cleaned down to the 
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A copper ground shield with all joints sealed with solder 


original paper insulation on both 
ends, and all cotton tape removed 
from the ground shield. The seam 
in the ground shield and the joint 
at the copper sealing-gasket on the 
upper end of the ground shield are 
sealed with solder. It is then re- 
taped with new cotton tape and 
placed in the oven for baking. 

If the ground shield, or varnish- 
ed cambric beneath it, is damaged, 
it is removed and the stem cleaned 
and baked; then the portion of the 
paper insulation beneath the 
ground shield is covered with bake- 
lite cementing varnish, and new 
varnished cambric is wrapped on 
and a new ground shield installed. 

If the insulation is damaged, 
the damaged portion is turned out 
and patched with fish paper and 
bakelite cementing varnish. The 
patch is put on in steps. Each step 
is baked and turned smooth before 
next is added. After baking and 
varnishing, the corona and ground 
shields are put on. 

In all of the preceding cases the 
repaired stem is baked and varnish- 
ed in the same manner as are the 
condenser bushing stems. 

A new porcelain shell, if need- 
ed, is ordered from the manufac- 
turer and the flange of the old 
shell is cemented onto it. The stem 
is taken from the oven and a pig- 
tail soldered to the copper gasket 
on the upper end of the ground 
shield. The gaskets and all gasket 
surfaces are covered with red gas- 
ket lacquer. The bushing is then 
assembled, compressing all gaskets 
in the bolted joints to 1/2 their 
original thickness. The pigtail is 
secured to the flange, and the up- 
per end of the bushing is filled 


with semi-fluid compound. A high 


voltage test is then applied, fol- 
lowed by the same 33 kv test it 
received before being repaired. 


Oil-Filled Bushings 


After the oil is drained out, the 
bushing is dismantled carefully and 
all parts cleaned with gasoline. 
Sketches showing dimensions are 
usually drawn to facilitate reassem- 
bly. Porcelain oil separators are 
carefully chiseled apart. Any 
clamping ring or contact holder 
screwed or soldered to the bottom 
end of the stem is removed, and 
the joint between it and the stem 
resealed. 

Paper and bakelite oil separa- 
tors are replaced by new ones. 
Damaged paper and bakelite sep- 
arators are repaired or rebuilt with 
fish paper and bakelite cementing 
varnish. 

New parts and gaskets are or- 
dered from the manufacturer. In 


4] 


assembling the bushing, the cork 
gaskets are covered with red gas- 
ket lacquer and compressed to 
one-half their original thickness. 

Wooden spacers are used to hold 
paper and bakelite separators in 
position. Porcelain separators are 
assembled with litharge spacers 

After assembling and allowing 
one hour for the gasket compound 
to set, the bushing is filled with 
oil. If the gauge glass is the clear 
type, it is painted, leaving a verti- 
cal space for visual inspection of 
the oil. 

The completed bushing is given 
a high voltage test. 


Bulk Type Porcelain Bushing 


This type of bushing is rarely 
completely dismantled. Loose joints 
are carefully chiseled apart and re- 
cemented, or litharged. Damaged 
porcelain parts are replaced by new 
ones. If the conductor is damaged, 
it is repaired or replaced. Old com- 
pound is meited out and new put in 
after the bushing is cleaned with 
gasoline, 

After repairs are completed, the 
bushing is tested at twice its rated 
line voltage. 

Over 95 percent of the defective 
bushings received at the shop are 
repairable. Not many years ago 
such bushings would have been dis- 
carded and replaced by new ones. 
However, in view of the excellent 
record made by repaired bushings, 
and of the reasonably low cost of 
making repairs, which averages 


approximatey 30 per cent of the 
first cost of the bushing, the prac- 
tice of repairing nearly every type 
of bushing is not 
but profitable. 


only possible, 





Fish paper covered with Bakelite varnish is wrapped on stem 


























Sweat-Solder Fittings Require 
Careful Installation 


By Allen Parker 


HE use of sweat solder fittings, 
or the so-called streamline fit- 
tings, is increasing rapidly in the 
refrigeration industry. Possibly 
the main reason for its present wide 


acceptance is the almost absolute 
necessity of its use in air condi- 
tioning. 


But the advantages offered by 
the use of solder fittings in air 
conditioning can also be obtained 
in other refrigeration applications. 
Although there is a hesitancy on 
the part of most service men in 
adopting solder fittings, I believe 
the reason is fear in not having 
the skill to apply them properly; 
to install them without the danger 
of having gas leaks. 

Naturally Freon or methyl chlo- 
ride gas is hard to hold and does 
require a perfect joint but the 
thought I would like to emphasize 
is that anyone learning the funda- 
mental principles of making a good 
joint can very easily acquire the 
skill necessary for good work. 

Some service men recommend 
forged fittings; others, wrought or 
die pressed; and some believe that 
a fitting with a hole in it for ap- 
plying solder is best while others 
absolutely refuse to use such fit- 
tings. However, either will give 
good results when properly worked. 

Soft solder has caused a lot of 
trouble and even the manufactur- 
ers, at their best, did not supply 
an ideal solder up to a short time 
ago. The solder now recommended, 
which consists of 95% tin and 5% 
lead, is very hard, has a high melt- 
ing point, and easily tins the fit- 
ting. It will make the task easier 


in the future if used correctly. 
Corrosive soldering paste also 


contributed to the trouble expe- 
rienced in the past. By promoting 
rapid oxidation, it caused leaks as 
well as some trouble in refrigera- 
tion systems. A good grade of non- 
corrosive flux such as recommended 
and distributed by the manufac- 
turer of the fitting will eliminate 
this difficulty. 

As a suggestion, do you ever stir 
your flux before using it? All flux 
has a chemical] ingredient that pro- 
motes the bonding of solder and 
copper, and is in itself the secret 
of the flux (paste). This chemical 
after a few hours in suspense set- 
tles to the bottom of the can and 
the use of the paste from the top 
surface then will give results that 
might be obtained by the use of so 
much grease. 

Perhaps you will remember in- 
stances where you have cut and 
placed copper tubing ready for sol- 
dering, using the paste as you make 
the assembly and doing the solder- 
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ing a few hours afterwards. This 
inevitable produces poor results 
which can be traced back to the 
soldering paste being inactive in its 
chemical reaction. The best method 
is to stir the paste occasionally 
while using it and always apply it 
as the soldering is being completed. 

It is interesting also to note that 
as paste begins to get old it loses 
the good qualities mentioned above. 
Here is a method of distinguishing 
this: When a can of paste is opened 
after not having been stirred for 
awhile, it usually has a glazy ap- 
pearance on the surface and is rich 
in color. When the paste is stirred, 
it should become more and more 
pale as the chemicals are mixed 
and if you are unable to get this 
reaction then it is best to discard 
it as worthless even though the 
can may be almost new. 

Good economical practice and bet- 
ter workmanship dictate the pur- 
chase of paste in small cans for 
immediate use. An old toothbrush 
will prove very useful in stirring 
and applying paste. 

Do you use a hack saw for cut- 
ting large tubing? Most service 
men do, although it is very hard to 
get a square cut with one. Even 
if you use a jig to hold the saw 
and obtain an absolutely square 
cut, you still have a jagged edge 
that must be removed with a file, 
and when the job is finished, you 
probably won’t have a square edge 
after all. 

You may ask, why the square 


edge? Because the fittings have 
shoulders either machined or 
pressed into them against which 


the tubing should fit snugly. Also 
a proper fit prevents a quantity of 
unnecessary free solder from get- 
ting into the system. 


Sweat-solder fittings make neat, efficient installations such as the panel 
board assembly of an air conditioning job shown above . . . . 





















Tubing cutters are now on the 
market that will take care of almost 
any size copper tubing. They will 
give excellent results and the time 
saved alone will soon more than pay 
for the cutters. ‘ 

A good soldering job can be made 
only on clean metal surfaces. Joints 
thoroughly cleaned with a very fine 
grain of sanding ribbon just before 
soldering is excellent insurance of 
a good joint. And don’t get worried 
if you find some of the new fittings 
to be too close fitting to make as- 
sembly before the soldering is done. 
This is not a slip on the manutfac- 
turers’ part, but a new practice. 
It insures a good cleaning or a lii- 
tle sanding of the surfaces before 
the joint can possibly be made up. 

However, let’s hope that you don’t 
do any unnecessary sanding and 
make a loose fit, as a tight fit will 
give better results and the solder- 
ing will be accomplished through 
the principle of capillary attraction, 
that is, the instantaneous spread- 
ing of a liquid between two per- 
fectly smooth surfaces placed close 
together. It is not necessary to 
ever tin a fitting before making an 
assembly. 


Proper Heat Important 


Heat plays an important part in 
soldering, both in application and 
intensity. An acetylene torch is the 
most practical flame to use. The 
torch itself should be large enough 
to heat the fitting evenly and not 
in spots. Heat applied from the 
back of the fitting until the fitting 
will automatically take the solder 
from the front usually will give 
good results. 

A good soldering job must be 
done between the temperatures of 
400 to 500 degrees, F. Practice 
alone will give you the knack of 
getting just the right temperature. 
Insufficient heat will prevent the 
solder from flowing evenly; too 
much will cause the unnecessary 
waste of solder and will also set up 
carbonization in the fitting, which 
can only be remedied by disassem- 
bling the joint and giving it a 
thorough re-cleaning. Incidentally, 
this is probably the best method, 
anyway, of resoldering a joint that 
leaks as it is very seldom that a 
leak can be corrected by reheating 
and applying solder. 

Do you like to use a fitting with 
a hole in it for applying the solder? 
I expect the answers are about 50% 
in favor and 50% against using 


them. I personally know of some 
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men who do not believe they can 
use them successfully, while others 
think it is a very worthwhile im- 
provement in the fitting. 

A short time ago I had the op- 
portunity of discussing this subject 
with a factory engineer of one of 
the leading manufacturers and 
when the discussion led to the point 
to where we agreed that the only 
real principle involved in soldering 
fittings was capillary attraction, 
then I sprang the question as to 
why a hole in any fitting was ever 
necessary. The answer he gave me 
was both feasible and reasonable, 
so I am passing it on to you for 
what ever you may think it is 
worth. 

During the process of soldering, 
there is some gas generated be- 
cause of the change in form of sol- 
der, paste, or other minute particles 
of foreign matter that may be in the 
fitting. It is natural to believe that 
if gas is formed between the two 
surfaces of the metal, it would force 
the solder back and leave an air 
space which, if large enough, might 
result in a leak. If the bubble 
had reached a vent, then the gas 
would have escaped. 

Now, if the fitting has a hole 
in the middle of the surface to be 
soldered would it not be practical 
to feed the solder in at this point 
and let it flow to the outer edges, 


thus removing the gas as it is 
formed. Or if it is not desirable 


to feed the solder in through the 
hole, wouldn’t it serve as a vent in 





One of the secrets of making good 


sweat-solder fitting installations is to 
have tubing and fitting at proper temper- 
ature and evenly heated. Note the large 
flame applied at back of fitting, . . . 












a - 
Soldering paste must be kept mixed 
properly to get best results. Small cans 


such as these provide fresh paste for 
every job and assure good work 


the middle of the surface that is 
being soldered? At any rate, this 
is the theory upon which its use is 
based and [ leave it to you to form 
your opinion of its value. 

To perform a good soldering job, 
it is not necessary to use a large 
amount of solder, especially in view 
of the fact that the hard solder 
used in refrigeration work at its 
higher cost can run into an ap- 
preciable amount of money. As a 
matter of fact, it is easy to dis- 
tinguish one who is skilled in the 
art by the amount of solder he uses. 
He knows that if the proper amount 
of solder does not stop the leak, 
then it is usually worthless to con- 
tinue building it up. It is just as 
necessary to disassemble a joint to 
remedy a small leak as for resolder- 
ing a large one. 

How do you find the leaks after 
the joints have been soldered? It’s 
very simple, as most men will tes- 
tify to release the gas pressure of 
the system on the lines. But you 
are almost sure to find a few leaks, 
whether large or small, with the 
result that some gas is lost. At 
present prices, lost Freon or methyl 
gas can amount to a considerable 
item in itself. 

Here is a better method of test- 
ing. A small portable air and 
vacuum compressor can easily be 
assembled from an old discarded 
domestic refrigerator compressor. 
Connect a dehydrating filter on the 
suction side of the portable com- 
pressor and connect the discharge 
to the large compressor. Operate 
the hand valves on the large com- 
pressor so as to isolate the newly 
installed lines from the system and 
pump air into them until pressure 
has been built up above normal 
operating pressure. 

Then use a good grade of soap 
that will lather freely with a little 
water. A paint brush to apply it 
on the joints will serve nicely. Leaks 

(Continued on page 46) 
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Fan Service Occupies 
Dull Winter Months . 


By Jack Beater 


ANY service shops find the 

winter and early spring 
months an especially advantageous 
time to solicit fan maintenance and 
repair. A profitable volume of this 
work can be obtained by aggres- 
sive solicitation. One service shop 
utilized available space in a base- 
ment for winter storage of fans, 
offering their customers a combi- 
nation price for storage and gen- 
era] overhauling just before sum- 
mer. 

One of the difficulties of handl- 
ing fan repairs on a profitable 
basis is that of supplying accurate 
estimates of repair costs to those 
customers who require them in ad- 
vance. Perhaps the best policy is to 
make no estimates until after you 
have had an opportunity to open 
up the fan and determine just what 
it needs. Unless the customer is 
extremely unreasonable, he’ll un- 
derstand the necessity of such a 
policy. 

You’ll have to decide next if the 
value of the fan will justify the cost 
of the repairs. Some customers 
have the nerve to bring in dollar 
fans bought at a dime or drug store. 

Whenever the cost of repairs on 
@ fan will exceed one half the price 
of a new fan of the same size and 
type, the best thing to do is to sug- 
gest a new fan. Don’t make an al- 
lowance on the old fan unless you 
have to in order to clinch a good 
sale. If the fan isn’t worth fixing 
for the customer it isn’t worth fix- 
ing for anybody. 

Fans usually come to the repair 
shop for one of two reasons: will 
not operate or operates too nois- 
ily. Noise in the operation of 
a fan is generally due to worn 
bearings, too much end play in the 
shaft, bent blades, blades out of 
balance, or excessive wear in the os- 
cillating linkage. These are all 
mechanical troubles that can be re- 
paired, in most cases, without great 
expense. 

Electrical troubles in the ordi- 
nary desk or wall fan are liable to 
amount to anything from a broken 
wire to a complete burnout of the 
windings. There are so many dif- 
ferent types of small fans that few 


ELECTRICAL SOUTH for FEBRUARY, 1939 


nating current are of the induction 
type. Even here, we have many 
different circuits, such as_ the 
shaded coil, split-phase, reactance 
and choke coil paths, transformer 
controlled, and others. To aid re- 
pairmen in following circuits and 
to designate the different types of 
windings, some of the typical fan 
windings are shown here. 

The flexible lead from the fan 
base to the fan motor is the source 
of much trouble, especially on oscil- 


lating units. Two, three and four 
wire cables are used on different 
fans, and the repair shop should 
have a small roll of each on hand. 
New cables can usually be soldered 
to the motor leads without disturb- 
ing the winding. There is seldom 
much space available inside the 
motor housing and the joints must 
be made small and neat and must 
be well insulated. 

The individual wires in multiple 

(Continued on page 46) 
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There are hundreds of fan circuits which the service shop may encounter. 


Here are a 


few of the most common circuits: (left to right and top to bottom) series motor; 
induction motor with shading coils for starting; split-phase motor with high resistance 
starting winding; split-phase with auxiliary resistance and reactance coils for starting; 
split-phase with series transformer to shift —_ for o control; and ceiling fan 
using shading coil for starting . . . ah ss le toe ee et ee 


repairmen know all the circuits in 
use. A few of the series or uni- 
versal type are still in use, but the 
majority of fans used with alter- 
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Small Points of Importance 


In Armature Winding 
8—"Scotch” Windings 
By A. C. Roe 


Railway Motor Engineer 
Westinghouse Electric & Mfg. Co. 


O, this is not a new type of 

winding, but a new name for 
a winding that has all the charac- 
teristics for which the Scotch, as a 
race, are noted. A good many main- 
tenance men shy away from these 
windings, not realizing what long- 
wearing friends they can be, if one 
will only be patient with them at 
first acquaintance. 

Design engineers have another 
name for these Scotch windings, 
based on the types of materials 
used in their construction. They 
call them class B windings, as the 
materials used fall into the A. I. E. 
E. ratings for class B insulation. 
These windings are being used to 
a considerable extent today; and as 
their use by maintenance men can 
be extended to reduce burn-outs, 
etc., a discussion of some of the 
basic features will be in order. 

A trait the Scotch are supposed 
to have, one that is a subject for 
many jokes, is that of being “tight.” 
After all, this is only the result of 
a natural instinct to obtain the 
maximum advantage from any pur- 
chase they make. Likewise, a 
Scotch winding must be tight in 
the physical sense, if one is to de- 
rive the maximum benefits from 
the time and money involved. 

A basic characteristic of the 
Scotch is thrift, their tendency to 
drive a hard bargain in order to 
secure the most for their money; 
yet there is no doubt that they will 
spend, and spend plenty, if sure 
that the returns will justify the 


expenditure. Scotch windings are 
like that; they are thrifty. They 
cost more, but the returns in long 
life and freedom from _ trouble 
more than justify the higher cost 
of the material and labor used in 
them. 

It must have been a Scotch en- 
gineer who first calculated the ex- 
tra output that he could squeeze out 
of the same space by using Scotch 
windings. Likewise, there are a 
number of Scotch plant engineers 
who take delight in loading up mo- 
tors beyond their rated capacity, 
and for these, the Scotch windings 
make the motors give and continue 
to give. 

In the construction of the arma- 
ture coils, the conductors are cov- 
ered with asbestos, mica, or other 
inorganic material. Mica is used 
for ground insulation, then asbestos 
tape, or Glasweve 
tape is used for 
the outside bind- 
er; and for the 


The two motors in 
this exhibit of fi- 
ber glass insulation 
are of the same 
type and hp but the 
size of the motor 
wound with glass 
fiber insulation is 
considerably less 
than that wound 
with conventional 
insulation. 
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leads or wire coils, either asbestos 
or Glasweve sleeving is used. From 
this description it is obvious that 
the material used in Scotch wind- 
ings costs more than that used in 
ordinary windings, but these ma- 
terials permit us to secure benefits 
not obtainable with any other type 
of insulation. 

Tightness is absolutely necessary 
in all sections of Scotch or class B 
windings, and to this end, the arma- 
ture coils are generally made to fit 
the slots without winding cells. If 
any additional filling pieces are re- 
quired, they are made from class B 
insulation, preferably treated as- 
bestos. 

The coils should be a tight, driv- 
ing fit in the slots; and a fiber 
drift, cut to the full length of the 
slot section of the coil, should be 
used in driving the coils down. The 
mallet is used in the center of the 
drift, so that the coil is driven 
straight down. A short drift when 
used with tight coils only drives 
down a part of the coil, and this 
practice often results in cracked 
mica insulation, which in turn in- 
vites grounded windings. This one 
item of procedure is important 
when installing coils in class B 
windings. 

Another important Don’t in in- 
suring a tight winding when using 
class B armature coils is “Don’t use 
parafin” on the slot portion of the 
coils to make them slide into the 
slot. Paraffin, it is true, will make 
the coils slide, but it will also pre- 
vent the coils from sticking to the 
core iron. Furthermore, it will also 
prevent varnish from penetrating 
around the coils and sticking the 
coils to the core iron when the arm- 
ature is dipped and baked. 


To lubricate the slot portion of 
the coils when driving them into 
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the slot, and to improve the adher- 
ence of the coil to the core iron, 
the slot sections of the coils should 
be painted with a baking varnish 
of the same type and grade used 
for dipping the armature. The var- 
nish should be applied generously 
to the coil sides, a mussy job, to be 
sure, but it makes the coils slide 
easily and helps cement the coils in 
the slots, and thus contributes to a 
tight winding. 

It is also a good policy to paint 
the wedge grooves, tops of coils, or 
slider, with baking varnish when 
driving wedges into armatures or 
stators using class B windings that 
use wedges. This practice makes 
driving easier and contributes to a 
tighter winding. 

Dipping and baking the armature 
core in a high-grade baking var- 
nish, before winding in the coils, is 
also a good way to aid in securing 
a tight winding. Even with dipped 
cores, the coil sides should be 
painted with baking varnish in- 
stead of smeared paraffin. 

When class B insulated armature 
coils are handled, it is always wise 
to bear in mind that such coils are 
delicate, and the ends should be 
shaped with a minimum of pound- 
ing. In fact, such coils should be 
handled and shaped as little as pos- 
sible. If there is any space _ be- 
tween adjacent coil ends, it is nec- 
essary to fill it with a hard class 
B material instead of shaping the 
coil end over. 

In the armature winding and 
banding processes class B winding 
material should be used exclusively. 
Between layers of coil ends pads 
must be made to fill the space so 
that the upper layers of coil ends 
exert pressure through the pads to 
the layer of coil ends and coil sup- 
port. Any space between adjacent 
coil ends, top and bottom, front and 
rear, is filled with a hard class B 
material. The idea is to pack the 
class B windings in tightly but to 
do it gently. 

In recent years class B arma- 
ture coils have been developed that 
are insulated completely before any 
varnish treatment is applied. In 
this way the insulated material can 
be applied tightly and snugly. After 
insulating, the slot sections are 
clamped, then the coils are vacuum 
dried, and afterwards impregnated 
under pressure in a solventless var- 
nish. The coils are finally vacuum 
drained to remove all excess var- 
nish and then baked. This method 
produces preshrunk coils that are 


conducive to tight windings. 

Where, when and why are Scotch 
or class B windings used? Where 
maximum output is required from a 
given unit, and where operating 
temperatures exceed safe values for 
class A insulation, then class B 
windings take over the job. When 
motors in a plant are constantly 
roasting out, either because they 
are overloaded or because the wind- 
ings dry out, shrink and thus be- 
come loose, then class B windings 
should be substituted. The reason 
why class B windings stand up un- 
der these conditions is that they are 
able to withstand high operating 
temperatures and other stresses. 

There are many _ applications 
where class B windings, properly 
installed, will save maintenance ex- 
pense, although the initial cost is 
higher. Maintenance men should 
face the fact, however, that class 
B coils require extreme care in 
winding, and the winding technique 
must be revised to watch all de- 
tails and to make every step lead 
toward a tight, finished winding. 
In fact after winding a few class 
B jobs and acquiring careful wind- 
ing habits, there will be a notice- 
able improvement in ordinary wir- 
ing practice. 

Maintenance men are rapidly be- 
coming familiar with these Scotch 
windings; they find that if proper- 
ly handled, these windings will be- 
come a useful maintenance tool and 
justify the term Scotch. 


Sweat-Solder Fittings Require 
Careful Installation . . . . 
(Continued on page 43) 


will be found by the soap bubbles 
blown at the leak. Once the leaks 
are stopped, the same portable com- 
pressor may have the connections 
to the large compressor reversed 
and be used to evacuate the system. 
With a deep vacuum on the sys- 
tem, stop the portable and plug the 
lines, leaving the vacuum gauge 
installed for reading. 

After several hours at rest, if it 
still holds the same reading, you 
are assured that the job is tight. 
However, after a job is put into 
operation, I like to make a double 
check and for this I choose a halide 
alcohol tester because of its sensi- 
tivity. If this indicates no leaks, 
then I feel satisfied that even 
Freon, the most expensive and the 
hardest of all gases to hold, has 
been securely locked in for a useful 
life, so far as tubing is concerned. 
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Fan Service Occupies 
Dull Winter Months . 


(Continued on page 43) 


cord cables are usually wrapped in 
colored braid, so that tracing is an 
easy matter. Before removing the 
old cord, the color combinations 
should be recorded on paper, so that 
the new leads will be properly con- 
nected. Another way is to connect 
the new cord one lead at a time as 
the old cord is removed. This saves 
a lot of time because it is not al- 
ways an easy matter to trace out 
the field circuits on an old wind- 
ing. 

It is seldom advisable for the 
small repair shop to attempt to re- 
wind the stator of a small fan 
motor. If the coils are removable, 
such as those used on direct-cur- 
rent motors, it may be practical to 
wind a new set, but if the coils are 
wound in place it is better and 
cheaper to order a new stator from 
the factory. The small bore of most 
fan motor stators makes the job of 
winding too tedious for anything 
but a factory production line. 

The blades on fans that have had 
long use often become tarnished or 
stained. This is especially true on 
those that have a brass or nickle 
finish. At the same time the motor 
housing and base become dull and 
scratched. 

While the fan is in the shop the 
blades, base and motor housing 
should be buffed smooth and clean 
on a fine wire wheel. After it has 
been assembled and tested, the 
whole fan should be sprayed with 
« good, quick drying enamel or 
Duco. A new finish for the fan 
does not cost much in time or ma- 
terial, but to the customer it will 
uppear to be a good job well done. 

There is money to be made re- 
pairing fans if the repair work is 
handled in the right way, and the 
shop that does a good volume of fan 
repairs will sell more new fans. 
Florida Cities Adopt 
Non-Tamperable Fuse 


The following towns and cities 
in the state of Florida have adopted 
the non-temperable fuse for their 
communities, according to  an- 
nouncement from F. J. McGinnis, 
secretary of the Florida Associa- 
tion of Electrical Contrac’ors and 
Dealers: Miami Beach, Fort Lau- 
derdale, Hollywood, Davtona Beach, 
Tampa, (with exceptions), Jack- 
sonville, Gainesville, Davenport, 
and St. Petersburg. 
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Employee Activities 
Subject of Meeting 


ANY leaders of the utility 

industry of the Southeast are 
scheduled to address the Employee 
Activities Committee of the South- 
eastern Electric Exchange which 
will meet in Atlanta, February 10 
and 11, according to announcement 
by J. H. Talley, executive secretary 
of the Exchange. Headquarters for 
the meeting will be located in the 
Piedmont Hotel. 

Among those who will address 
the Friday morning session of the 
meeting and their subjects are: J. 
O. Speed, supervisor of industrial 
relations, Alabama Power Com- 
pany, “Objectives of An Industrial 
Relations Department’; F. A. 
Mitchell, vice president and general 
manager, Virginia Public Service 
Company, “Employment — Includ- 
ing Intelligence Testing and Classi- 
fication;” and D. R. Shearer, man- 


ager, Tennessee Eastern Electric 
Company, “Educational Training 


and Orienting Employees.” 

A special luncheon meeting has 
been scheduled for the same day 
with S. B. Williams, editor, Elec- 
trical World, as guest speaker. Mr. 
Williams’ subject will be “The Job 
Ahead for Utility Employees.” 

Scheduled for the Friday after- 
noon session: H. M. Pace, vice 
president, South Carolina Power 
Company, “Training Employees to 
Attend to Service, Appliance and 
High Bill Complaints;” W. I. 
Whitefield, manager, Appalachian 
Electric Power Company, ‘“Vaca- 
tion Policies—To Hourly Rated 
Employees;” C. S. Thorn, vice 
president, Birmingham Electric 
Company, “Pensions and Retire- 
ments ;” R. B. Grove, claim depart- 
ment, Florida Power and Light 
Company, “Safety in Employee Re- 
lations.” 

A general discussion of the wage- 
hour act led by Herman W. Boozer, 
general auditor, Georgia Power 
Company, will open the Saturday 
morning session. This discussion 
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will be followed by an address by 
J. S. Kerr, assistant to president, 
Southern Bell Telephone Company, 
on the subject, “The Right Man for 
the Right Job.” 

Of particular interest will be 
several sound films to be presented 
at the meeting. These will include 
“Power of Mississippi,” a film 
prepared by the Mississippi Power 
and Light Company; “What Em- 
ployees Think” and “Good Em- 
ployee Relations,” two films pre- 
pared by the National Manufactur- 
ers Association; and “The Wrong 
Way,” a film prepared by the 
Southern Bell Telephone. 


New Low Rates Announced 
By Many Utilities . . 
HE first of the new year 


brought announcements of re- 
duced electric service rates from 


rate 
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many utility companies in the 
South. 

Largest reduction was that an- 
nounced by Carolina Power & Light 
Company which will be placed into 
effect on February 3 and will rep- 
resent a reduction of approximately 
$1,000,000 a year. It is estimated 
that 65,000 North Carolina con- 
sumers will save $716,000 a year 
under the new rate while the bal- 
ance of the reduction will accrue 
to approximately 25,000 South 
Carolina customers. 

In addition to residential cus- 
tomers, the new rates will effect 
reductions for commercial lighting 
customers, two classes of commer- 
cial power consumers, and for tex- 
tile mills in North Carolina. 

The new residential rate provides 
a charge of 3.9 cents per kwh for 
the first 50 kwh; 2.9 cents per kwh 
for the next 100 kwh; 1.9 cents 
per kwh for the next 100 kwh; and 
1.5 cents per kwh for all energy 
in excess of the above. The mini- 
mum charge was unchanged. 

As part of a “two-step” rate re- 
duction on residential electric serv- 
ice, the Virginia Public Service 
Company announced a reduc‘ion ef- 
fective with meter readings on and 
after January 1, 1939. According 
to the announcement, the second 
step in the reduction will take place 
on or before October 1, 1939. The 
combined reductions will result in 
a saving of as high as 14% for 
the average customer or 
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Georgia Group Maps Plans for Modern Kitchen Activity 


Manufacturers’ representatives and distributors met with utility men and bureau 
field representative recently to map plans for a cooperative tie-in with M. K. B. program. 
Left to right, seated: Harry Giles,-Graybar Electric Company; C. W. Lehner, Westing- 
house Electric Supply Company; O. M. Jackson, Georgia Power Company; Collier Helms, 
Peaslee-Gaulbert Company; W. }. Morley, Crane Company; R. F. Dotson, Crane Com- 
pany; J. F. Gordey, Beck and Gregg Hardware Company; W. D. V. Hopkins, Hopkins 
Equipment Company; Herman Crout, H. C. Biglin Company; J. J. Perry, Economy Elec- 
tric Supply Company; Standing: E. E. Bocock, Frigidaire; $. M. Davison, Westinghouse 
Electric and Manufacturing Company; H. A. Smeaton, Georgia Power Company; F. B. 
Williams, Edison General Electric Appliance Corporation; Howard Peacock, General 
Electric Supply Company; E. W. Welsh, Monarch Distributor; J]. M. Walker, General 
Electric Company; W. D. Alexander, W. D. Alexander Company; B. F. Weadock, Jr., 
The Modern Kitchen Bureau; Bob Lowe, Georgia Power Company. 
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to 20% more kilowatt hours for 
practically all customers at no extra 
cost. Total savings to residential 
electric service customers under the 
two steps are estimated at $350,000 
a year. 

* * 

Making its seventeenth rate re- 
duction since 1931, the Florida 
Power & Light Company gave its 
thousands of Florida customers a 
sort of preholiday gift when it an- 
nounced rate reductions effecting 
both commercial and _ residential 
customers early in December. The 
new schedule, which became effec- 
tive on all bills for electric cur- 
rent starting after December 1, is 
in effect in 180 towns served by 
the company. 

The new rate is a one meter rate, 
has a low minimum charge and is 
applicable to all domestic custom- 
ers regardless of the appliances 
they use. Under the new rate, the 
minimum charge in incorporated 
towns and villages will be $1.25 
and in unincorporated areas, $1.50. 
Use over the minimum bill up to 
50 kilowatt hours is available under 
the new rate at 6 cents per kwh; 
the next 100 kwh is charged for at 
the rate of 3 cents per kwh; and 
all energy used over 150 kwh is 
billed at 1.5 cents per kwh. 

x * * 

Final objective of a six-year rate 
reducing program was announced 
early in December when the Bir- 
mingham Electric Company re- 
duced domestic rates approximately 
5% representing an annual saving 
of more than $80,000 to domestic 
consumers. 

The new rate will include a 
charge of 3.9 cents per kwh for 
the first 50 kwh; 2.5 cents per kwh 
for the next 250 kwh; and 1.5 cents 
per kwh for all energy used in ex- 
cess of the above. The rate in- 
cludes a minimum bill of 70 cents 
which allows the use of 16 kwh. 

* * 

The Gulf Power Company made 
its residential objective rate effec- 
tive to all customers as of January 
1, 1939. The general application 
of this rate will result in a reduc- 
tion of approximately $50,000 per 
year to domestic customers. 

The new rate includes $1 for the 
first 12 kwh; 5.5 cents per kwh 
for the next 53 kwh; 2 cents per 
kwh for the next 134 kwh; $1.25 
per kwh for the next 500 kwh; and 
1 cent per kwh for all energy used 
in excess of the above. 

* * 

The second rate reduction during 
the year was announced by R. L. 
Lindsey, vice-president and gen- 
eral manager of the Durham Pub- 
lic Service Company, jus‘ before 
the close of the year. Total sav- 
ings to customers through the re- 
ductions are estimated at $45,000 


per year. 


The new domestic rate will in- 
clude a charge of $1.00 for the 
first 12 kwh; 4 cents per kwh for 
the next 38 kwh; and 2.5 cents per 
kwh for all energy used in excess 
of the above. 

Approximately $30,000 of the an- 
nual reduction will benefit resi- 
dential customers. 

x * * 

Several rate reductions were an- 
nounced recently by the Florida 
Power Corporation which repre- 
sented annual savings to customers 
of approximately $45,000. 

The last rate change announced 
was a new commercial lighting rate 
which included a minimum charge 
of $1.00 per month permitting the 
use of 10 kwh. In addition, the 
rate provides for a charge of 9 
cents per kwh for the next 40 kwh; 
8 cents per kwh for the next 150 
kwh; 7 cents per kwh for the next 
800 kwh; 5 cents per kwh for the 
next 3,000 kwh; 3 cents per kwh 
for the next 3,000; and 2 cents per 
kwh for all energy used in excess 
of 7,000 kwh. 





Death Claims Georgia 
Power Pioneer .. . 


Henry Morrill Atkinson, chair- 
man of the board of directors of 
the Georgia Power Company, 
pioneer capitalist of the South and 
one of the foremost electric power 
and railroad developers of the en- 
tire country, died at his home in 
Atlanta, January 21, after an ill- 
ness of several months. He was in 
his seventy-seventh year. 





From the time he left Harvard, 
with a record of distinctive achieve- 
ments in athletics and studies, his 
colorful and rugged career included 
experience as a cowboy and ranch 
foreman in the West, and then, in 
Atlanta, he was successively a cot- 
ton dealer, banker, railroad builder, 
street railway developer, electric 
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power pioneer, capitalist, philan- 
thropist and acknowledged leader 
in his state’s and city’s cultural and 
civic endeavors. 

Most recent of his widespread 
and varied accomplishments—com- 
pleted before his virtual retirement 
from active business in 1930—was 
organization of the Georgia Power 
Company, the network of electric 
power lines that now serves 545 
cities and towns and some 40,000 
rural electric customers scattered 
over 45,000 square miles of Geor- 
gia territory. 

It is estimated that he was in- 
strumental in bringing more than 
$200,000.000 of outside capital into 
Georgia for the development of 
public utility properties, and an ad- 
ditional $100,000,000 for other en- 
terprises, to take a permanent 
place in the state’s wealth and to 
work for the development of its 
natural resources. 

Mr. Atkinson’s deep and constant 
interest in development of electric 
light and power is summed up in a 
statement he once made: “I would 
like for my epitaph to read, ‘He 
put to work for Georgia the moun- 
tain rivers that had for centuries 
been running to waste.” 





Agreement Ends Power 
Company Fight with TVA 


The Tennessee Valley Authority 
and the Georgia Power Company 
signed a treaty of peace early in 
January, ending a two-year conflict 
which has resulted in a duplication 
of electric service in some areas 
and a failure to provide service in 
other sections. 

Preston S. Arkwright, president 
of the power company, hailed set- 
tlement of the two-year-old strug- 
gle as the forerunner of a new and 
greater development of the power 
industry in north Georgia. 

Under the terms of the agree- 
ment, which is with the North 
Georgia Electric Membership Cor- 
poration, the NGEMC will confine 
its operations to rural services in 
a specially designated area while 
the privately owned company will 
serve municipal and industrial con- 
sumers. In areas not affected by 
the agreement the power company 
will serve all consumers, both urban 
and rural. 

Mr. Arkwright said his company 
was withdrawing from certain 
areas and would proceed with de- 
velopment in other sections. 
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Southwestern Section, IES 
Meets in San Antonio . 


COMPREHENSIVE program, 
which in effect, constituted a 
short course on late developments 
in lighting, was presented at the 
winter meeting of the Southwest- 
ern Section, Iluminating Engin- 
eering Society, held Friday and 
Saturday, January 20-21, in San 
Antonio, Texas. The Gunter Hotel 
was headquarters for the meeting. 
Floyd A. Covington of San An- 
tonio, chairman of the section, 
opened the meeting with a discus- 
sion of outstanding lighting in- 
stallations in his city. 

Others who appeared on the pro- 
gram Friday afternoon and eve- 
ning were: F. Y. Brightman, Hous- 
ton, “Lighting for Cotton Class- 
ing;” J. B. McMath, Dallas, “New 
Developments in Luminous Adver- 
tising;” Elmer C. Zrenner, Dallas, 
“Lighting At the Lakewood Thea- 
tre, Dallas;” C. S. McMurray, Dal- 
las, “Decoration with Zeon;” W. E. 
Folsom, Dallas, “Illumination from 
Signs and Store Fronts;” and H. 
M. Alexander of Toledo, Ohio, 
“Technique of Luminous’ Store 
Front Designing.” 


Mr. Alexander is credited with 
being largely responsible for the 
development of translucent struc- 
tural glass which is used for lumi- 
nous store fronts. 


One of the most interesting 
features of the meeting was the 
Residence Lighting Forum held 
Saturday morning, January 21. 
Among those who participated 
were: Miss Ethelle Hudson, “New 
Applications in Home Lighting;” 
Bartlett Cocke, “An Architect’s 
Viewpoint on Residence Lighting ;” 
Mrs. Claire Craig, “Period Furni- 
ture and Lighting to Accompany 
It;” and George Trotter, “Applica- 
tion of the New Fluorescent Lamps 
in the Home.” Miss Hudson lives 
in Dallas, the other speakers named 
live in San Antonio. 


The San Antonio meeting was 
the second held by the Southwest- 


ern Section of the I.E.S. since it 
was raised to the status of a Sec- 
tion from a Chapter. 

The Spring meeting will be held 
in Oklahoma City in April. 





Frank Hamm Heads Dallas 
Electric Club for 1939 


The Dallas Electric Club of Dal- 
las, Texas, held its annual] meeting 
in December. The program in- 
cluded annual reports of officers, 
brief talks by past presidents and 
the election of new officers and 
executive committee for 1939. 

The new president is A. Frank 
Hamm, Graybar Electric Co. Other 
officers are as follows: First vice 
president, C. F. McAuliff, Texas 
Electric Railway Co.; second vice 
president, G. L. MacGregor, Dallas 
Power & Light Co.; treasurer, M. 
F. Larmer, General Electric Co., 
and secretary, Walter C. Blair, 
Texas Power & Light Co. (re- 
elected). 





A. F. Hamm, left, newly elected presi- 
dent of the Dallas Electrical Club, and 
G. B. Richardson, retiring president 
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The executive committee is com- 
posed of R. T. Shiels, H. K. Hand- 
ley, G. B. Richardson, W. R. Burns, 
and Al B. Emerick, new members; 
and the following hold-over mem- 
bers: G. A. Dyer, R. G. Berle, Glen 
C. Wasson, W. H. Duls, and J. P. 
Griffin. 

Mr. Hamm, who succeeded G. B. 
Richardson as president, was ad- 
vanced from first vice president 
and had also served as second vice 
president. He is in charge of city 
sales for Graybar. 

The Electric Club held its annual 
Christmas dinner dance on the eve- 
ning of December 19th. 





New Orleans Association to 
Continue Wiring Program . 


Rudolph Viener, Jr., construc- 
tion engineer and superintendent 
with Edward P. Philips, electrical 
contractor, was elected president of 
the Electrical Association of New 





Rudolph Viener, Jr. 


Orleans at the annual dinner of the 
organzation held in December. He 
pledged his efforts to advance the 
interests of the organization. 

Mr. Viener and Fred W. Stev- 
ens, whom he_ succeeded, urged 
continuation of the adequate wir- 
ing campaign which has been car- 


ried out during the past six 
months. 
Other officers elected by the 


New Orleans Association are H. 
E. Meade, executive vice presi- 
dent; George J. Segel, secretary; 
T. W. Tufts, treasurer, and W. E. 
Clements, director of publicity. 

Divisional vice presidents 
named were F. B. Stern, whole- 
sale, manufacturers, and utilities 
division; C. O. Brown, refrigera- 
tion division; L. C. Reed, air con- 
ditioning and ventilation divis- 
ion; and J. Otto Kaelin, electri- 
cal contractors division. 
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Sidney Edlund 
President Kelvinator National 
Salesmen’s Institute 
Woe 


HE Kelvinator National Salesmen’s 

Institute has prepared a remark- 
ably practical study course which 
combines sales theory and practice so 
as to be of constant daily use to retail 
appliance salesmen. 


Mr. Edlund, who has already 
achieved national prominence through 
his work in training men in a number 
of different industria! organizations, 
writes in: “Not only is this Institute 
project a ‘hot’ plan, but the ‘student 
body’ looks to me the best timber any 
organizer could be called on to shape. 
I congratulate them on being tied in 
with a business whose leader thought 
up this plan: and I congratulate Kel- 
vinator on baving the kind of man- 
power to insure its success. 

“The sour.dness of the whole set-up 
is reflected in the institute’s personnel. 
William Rades, fur 
unusually broad experience in man-~ 
training anc 
post. He will have cniir 
preparation of the lastitute’s program 
and maintain constant contact with 
the salesmen. 











iiding to ihe Managex’s 


> charge of the 


“If you were ovly half as sold on 
this project as Iam you wouldn’t 
need urging to write in now for the 
Institnte’s booklet.” 


Solve the 3 Big Problems 


Faced by the Appliance Dealer Today 


@ MAKE EVERY SALESMAN PROFITABLE 
@ GET GOOD SALESMEN 
@® KEEP GOOD SALESMEN 





At THIS MAY SOUND like a big 
order, but those who have seen 
the Institute program in its en- 
tirety have declared it to be the 
greatest step forward in sales edu- 
cation ever taken by any manu- 
facturer in the appliance field. 

First of all, the Institute is 
staffed with men of outstanding 
prominence in the field of sales 
education. 


Second, its one job is to enable 
salesmen to make more money, for 
themselves and the dealers for 
whom they work. 


Third, it provides not only a 
complete selling course—covering 
products, general salesmanship, 
and the use of promotional cam- 
paigns—but offers every salesman 
a real incentive to finish the course 
and profit by its use. 

And only those dealers who sell 
Kelvinator household appliances 
in 1939 will be able to employ this 


effective, three-edged selling tool. 
Kelvinator invites every household 
appliance dealer who is interested 
in making more money in 1939 to 
send for the free booklet and get 
the complete story. There will be 
no charge or obligation. 


Just tear off the coupon below, 
and the booklet will be sent to you. 


FORGET EVERYTHING YOU HAVE EVER 
KNOWN ABOUT “SALES TRAINING” 


In a month or two, the entire 
industry will be talking about the 
Kelvinator National Salesmen’s 
Institute, and you should know 
the facts—even though you are not 
now a Kelvinator dealer. 





Talk to your Kelvinator distrib- 
utor—or to his wholesale man— 
now, about the Institute. Or clip 
the coupon for a booklet that will 
give you the entire story. KELVIN- 
ATOR Division, Nash-Kelvinator 
Corporation, Detroit, Michigan. 









"iaiaiaintabateaabatatemeaepate — 
} KELVINATOR NATIONAL SALESMEN’S INSTITUTE MAIL 
H 14250 Plymouth Road, Detroit ES-2. 
1 Please send me a copy of your booklet on the Kelvinator THIS 
! National Salesmen’s Institute. I understand that this 















request places me under no obligation whatever. 
DEALER’S NAME......... 


ADDRESS. ...cccccccccces 


COUPON 
TODAY 


psadsaoncuauendemedss seeks on 


eeeee STATE... ..cccccves 
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SALESMENS INSTITUTE 


The Refrigerator 
That Was 25 Years in 
The Making 


Today Kelvinator is proud to present the 
climax of 25 years of as achievement 
... the new Silver Jubilee models. 












Completely new . . . in design, beauty, and 
mechanism . . . as revolutionary as the very 
first electric home refrigerator, which was 
made by Kelvinator. 

Here are just the oe facts. For the full 
story, talk to your Kelvinator distributor. 
The Polarsphere...most efficient of all refrig- 
erating units, cost-cutting and trouble-free. 
Enough power to keep 5 refrigerators cold. 









Dry Storage Bin for Vegetables ... extra 
storage space for onions, potatoes, turnips. 







Steaks and Chops kept fresh and juicy for 
days in this glass-topped Cold Chest. Holds 
up to 14 Ibs. of meat cuts. 








Speedy Cube Release loosens cubes in a 
flash—by an easy lift of a lever. You get 72 
big ice cubes for l¢ at national average elec- 
tric rates. 

Twin Glass-topped Vegetable Crispers 
let you see at a glance inside. Salad greens 
and vegetables are kept garden fresh for days. 











New Wider Front increases capacity with- 
I 7 

out increasing size. No more fumbling and 

groping or knocked over dishes and bottles. 













Celebrating the 25th Anniversary of the 1939 
19] 4 Oldest Maker of Electric Refrigerators 
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Adequate Wiring Featured 
Topic at IAEI Meeting 


HE eleventh annual two-day 

convention of the Kentucky 
Chapter of the Western Section of 
the International Association of 
Electrical Inspectors opened Jan- 
uary 12 at the Hotel Henry Wat- 
terson, Louisville, Kentucky. 

Most of the opening session was 
devoted to a general discussion of 
licensing laws and more rapid 
methods of electrical inspection in 
the contracting field. L. P. Dendel, 
Lansing, Michigan, president of the 
Western Section, who is also serv- 
ing as chairman of an international 
association committee engaged in 
preparing a model law which would 
be based principally on a licensing 
clause for contractors, spoke briefly 
on this subject, urging legislative 
measures for the protection par- 
ticularly of rural communities now 
practically unprotected. 

The scheduled discussions of pro- 
posed code changes and Article 300 
were postponed until a later meet- 
ing, due to the impossibility of ob- 
taining the needed information. 

A round table discussion, led by 
Victor H. Tousley, national secre- 
tary from Chicago, was held on 
State-wide Electrical Inspection 
Ordinances. 

Considerable interest was ex- 
hibited in the discussion of “The 
Edison Electric Institute Proposals 
for Code Changes” presented by O. 
K. Coleman, American Gas & Elec- 
tric Co., and Henry J- Morton, of 
the Association of Edison Illumi- 
nating Companies. Mr. Morton’s 
address was illustrated with lantern 
slides and eliminated much misun- 
derstanding in regard to the In- 
stitute proposals. 

A short discussion on fluorescent 
lighting by Frank B. Lee, illumi- 
nating engineer of the General 
Electric Company, stressed the ad- 
vantages and beauty of this form 
of lighting, particularly for illumi- 
nated displays. 

Friday’s session was opened with 
the awarding of Certificates of 
Merit to the following electrical 
contractors: Metz Electrical Com- 
pany, Southern Electrical Co., Al- 





thaus Bros., Henderson Electrical 
Company, Oechs Electrical Co., 
W. B. Diecks, William Huber, Ma- 
rine Electrical Co., Markel Elec- 
trical Co., Childer’s Electrical Co., 
Maurice Bornstein, Robert J. Hef- 
ferman, Herbert E. Hirchmiller, 
Raymond James, Link Electrical 
Co., Kentucky Electrical Repair 
Co., Electrical Construction Co., 
Krauth Electrical Co., Theobold 
Electrical Co., Thirlwell Electrical 
Co., Wilhelm Schum. Schill Elec- 
trical Co., and the Bland Electrical 
Co. all of Louisville, E. F. Lee of 
Madisonville, Lambert Grisham of 
Owensboro, and Jack Sparta of 
Dayton, also received certificates. 

A report submitted by Chairman 
Roach urged that contractors use 
safer switches and fuses, and place 
additional outlets in new buildings 
to minimize arrangements involv- 
ing fire hazards. Use of improp- 
erly wired appliances was scored, 
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and a simplified system of interior 
wiring was recommended in the re- 
port which was ordered forwarded 
to the Western Section after ap- 
proval by the Kentucky Chapter. 

R. E. Barry, city inspector for 
Louisville, was elected president of 
the Chapter on the slate returned 
by the nominating committee, 
which consisted of W. D. Diecks, 
Louisville; E. M. Nelson, Chicago; 
and O. K. Coleman, New York. L. 
K. Kuhlman, Covington, was named 
vice-president, and V. F. Knadler, 
Louisville, was re-elected secretary- 
treasurer. Mr. Barry promised 
strong support of all aims of the 
chapter, including an effort to ob- 
tain a state inspection law and act 
to eliminate bids for mechanical 
work being accepted as a part of 
a general contract. 

The new board of directors in- 
cludes W. D. Roach, E. H. Rueppel, 
R. J. Hefferman, and V. F. Knad- 
ler, all of Louisville; and Fred Friz- 
zell, Bardstown; Jack Sparta, Day 
ton; H. S. Day, Cincinnati, Ohio; 
L. G. Kuhlman, Covington; and 
Harry Hirshmiller of Covington. 

Reports from the membership 
committee indicated a roll of more 
than 1.000 members since the or- 
ganization of the association in 
1928. 





Delmarva Electric Association 
Holds Meeting in Dover 


Ninety-two members and guests 
of the Delmarva Electrical Associa- 
tion attended the first quarterly 
meeting of 1939. The meeting was 
held at the Hote] Richardson, Do- 
ver, Delaware. 

The afternoon program of the 
meeting featured the latest develop- 
ments in fixture and wiring equip- 
ment for use with the new fluore- 
scent and Mazda projector lamps. 
Seven manufacturers’ displayed 
their products: The Miller Com- 
pany, Meriden, Conn.; General 
Electric Supply Corp., Baltimore; 
Square D, Baltimore; Colt Noark 
Company, Philadelphia; National 
Electric Products Co., Philadel- 
phia; Wheeler Mfg. Co., Boston, 
Mass.; Bryant Electric Co. 

The evening program featured 
“The Light Conditioning Show,” 
presented by General Electric Co. 
S- H. Hazelton spoke on the new 
lamp and lighting developments. 
Herbert Allen, of the Square D 
Company, spoke on “Adequate Wir- 





ing.” 

Officers of the association are 
E. R. Kingery, Dover, president; 
Jonathan E. Wheatley, Cambridge, 
Md., vice president; K. J. Miller, 
Salisbury, Md., treasurer; J. Rus- 
sell Hopkins, Salisbury, Md., secre- 
tary. 





Memphis League Installs 
New Officers ' 

Election of new officers was the 
principal business transacted at 
the annual meeting of the Mem- 
phis Electric League held January 
6. Among those elected were: 
President, G. O. MacFarlane, Gen- 
eral Electric Company; vice- presi- 
dent, Charles O. Davis, Davis Elec- 
tric Company; treasurer, Hugh 
Street, Memphis Electric Com- 
pany; and secretary, Joe Brennan, 
Memphis Power & Light Company. 
The two latter members are veter- 
ans of the electrical industry of 
Memphis having held these offices 
for 25 years and 20 years, re- 
spectively. 

Formed 28 years ago and com- 
(Continued on page 64) 
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Personnel Appointed for 
Kelvinator Sales Institute 


C. William Rados, who has devel- 
oped and directed sales training pro- 
grams for many large companies, 
has assumed the duties of manager 
of the National Salesmen’s Institute, 
established by the Kelvinator Divis- 
ion of Nash-Kelvinator Corporation 
for the training of its salesmen, ac- 
cording to an announcement by H. 
W. Burritt, vice president in charge 
of sales. 

At the same time, announcement 
was made of the appointment of 
Miles H. Ditmer, Thomas L. Craig 
and Ronald A. Demmer, all with wide 
and varied experience in sales train- 
ing activities, as field representatives 
of the Institute. 





C. W. Rados, manager, Nation- 
al Salesmen’s Institute 


The Kelvinator National Sales- 
men’s Institute, according to Mr. 
Burritt, is ‘‘a school and college for 
salesmen,” offering training courses 
that are far more complete than any 
the company has developed in the 
past. 

The Institute’s course, he pointed 
out, will be prepared jointly by its 
staff and leading retail Kelvinator 
appliance salesmen. Headquarters of 
the Institute have been set up at the 
Kelvinator executive offices in De- 
troit. Personnel of the Institute will 
include, besides its manager, Mr. 
Rados, a number of Kelvinator re- 
gional representatives and a council 
of leading retail salesmen. Members 
of the council will be chosen annually 
from among the company’s outstand- 
ing selling men and they will be paid 
for their services. 

Already announced has been the 
pointment of Sidney Edlund of New 
York City, outstanding authority on 
selling and business success, as presi- 
dent of the Institute, Mr. Burritt 
said. 








Sangamo Celebrates Fortieth 
Anniversary with Open House 


To commemorate the 40th Anni- 
versary of the Sangamo Electric 
Company, Springfield, Illinois, this 
company held “Open House” on Jan- 
uary 11 for relatives and friends of 
their employees. By request of the 
employees, the working hours of that 
day were arranged to be from Noon 
until 4:00 P. M. and from 5:30 to 
9:30 P. M. 

A committee of guides, made up 
of employees having service records 
of 25 years or more, routed the visi- 
tors through the plant. More than 
600 visitors were taken through 
during the afternoon, while in ex- 
cess of 4000 visited during the eve- 
ning hours. 

A souvenir booklet describing the 
company, together with a _ ticket, 
was given each visitor by a welcom- 
ing committee at the entrance, and 
after completion of the trip, the tic- 
ket was exchanged for a set of plas- 
tic coasters bearing the 40th Anni- 
versary seal and trademark. 

Signs throughout the plant told 
the name of each department and 
the name of the foreman. The more 
intricate machines were explained 
with signs and by lecturers. After 
more than an hour’s walk through 
the various departments, the visi- 
tors left the buildings through the 
engineering laboratories, two blocks 
from the main entrance. 






Frigidaire Prepares for New 
Product Shows in 33 Cities 


Equipped with practically every 
device known to the theatrical world, 
including some equipment found only 
in the most modern stage construc- 
tion, three separate crews of Frigi- 
daire representatives, each travel- 
ling a different direction, were 
scheduled to leave their headquar- 
ters at Dayton, Ohio on January 13th 
for a four weeks sales convention 
itineray, carrying the story of 1939 
Frigidaire products to more than 20,- 
000 dealers and salesmen through- 
out the nation. Preparations for the 
conventions have been in process for 
weeks, with intensive rehearsals by 
crew members in effect since Decem- 
ber 15th. 

Heading the respective crews as 
leader and master of ceremonies for 
the convention program will be: Lee 
A. Clarke, household advertising and 
sales promotion manager; H. J. Wal- 
ker, Jr., manager, public utilities di- 
vision; and Elsworth Gilbert, zone 
manager and general! convention di- 
rector. 

Thirty-three cities will be treated 
to identical performances in the four- 
week period. 


C. I. T. Opens Sixth Branch 
Office in Florida . . .. 


In order better to serve Lakeland, 
Fla., and surrounding territory, the 
C.I.T. Corporation, national sales fi- 
nance company, has opened an office 
there, located in the Marble Arcade 
Building, 133 South Kentucky Ave- 
nue. T. E. Barham, who has been 
connected with the C.I.T. Corpora- 
tion for three years, comes from the 
C.I.T. Birmingham office to take up 
the managership of the Lakeland of- 
fice. 

C.I.T. has over 195 local offices 
in the United States and Canada, 





Sangamo Electric Co. celebrated 40th anniversary with open house 




















It’s going to be a happy year for electric roasters, smiles of these NEMA committeemen 


would seem to presage. 


Reading from left to right: Robert Oliver, Westinghouse, 


chairman of the NEMA plan committee; Walter Schwartz, Proctor, chairman of the 
electric roaster division of NEMA; Claude Hendon and Marshal Ross, General Electric; 
Ted Fajen, Nesco; Charles Schwartsbaugh, Everhot; Harold Donnelly, Westinghouse; 
and Al Caesar, secretary of the electric roaster division, NEMA. They were caught 
thus beaming over the 1939 electric roaster campaign at a recent meeting in New York. 


operating as a complete sales 
company devoted to the 
requirements of their re- 
Lakeland makes 


each 
finance 
needs and 
spective territories. 


the sixth C.I.T. local office in Flo- 
rida, the older C.I.T. offices being 
located in Jacksonville, Miami, Or- 


lando, Tampa and West Palm Beach. 


Baltimore Electrical Trade 
Show Opens February 13th 


The electrical industry of Balti- 
more and vicinity is looking forward 
with keen interest to the Sixth An- 
nual Electrical Show sponsored by 
the Electrical Manufacturers Repre- 
sentatives Association of Baltimore. 

This year the show, which is 
scheduled to open February 13 for 
four days, will be held at the Emer- 
son Hotel. 

R. G. Montgomery, secretary of 
the association, reports that the lo- 
cal group now includes 65 members, 
representing practically every na- 
tionally known manufacturer. 


News About People 

Effective immediately, Harry M. 
Francis has been appointed assist- 
ant vice president in charge of sales 


of the American Steel & Wire Co., 
subsidiary of United States Steel 
Corporation. 

Mr. Francis has been associated 








Hotpoint distributors throughout the Southwestern District gathered for the meeting 
shown here in Dallas, Texas, early in January for a preview of new models and to 
learn the plans and program of the Edison General Electric Appliance Company, Inc., 
for 1939. Among the officials from the Chicago office in attendance were: R. W. 
Turnbull, vice president and general sales manager; W. A. Grove, advertising manager; 
Clinton Brown, director of publicity; M. H. Beekman, manager kitchen sanitation 
equipment department; A. H. Jaeger, manager water heater department; D. C. Marble, 
manager range department; G. H. (Rock) Smith, manager refrigerator department; 


and H. E. Warren, manager home laundry equipment department. 


A feature of the 


meeting was a long distance phone call from G. A. Hughes, president, from Miami, who 


extended his greetings and best wishes to the distributors and utility executives present. 
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with the Wire Company for 23 years, 
having entered its employ as a mes- 
senger in the New York office in 
1915 and later becoming a _ sales- 
man. After serving as_ assistant 
manager of sales at the Philadelphia 
office of the company, Mr. Francis 
returned to New York in 1925, and 
in 1927 was transferred to the Bos- 
ton office as manager of the manu- 
facturers trade department. In 1934 
he became New England district 
manager of sales, which position he 
retained until being transferred to 


the main offices in Cleveland as as- 
of sales. 


sistant general manager 








* * * 





Charles A. Pierson was elected 
president of the Standard Electric 
Manufacturing Corporation, Toledo, 
Ohio, at the annual _ stockholders 
meeting held in December. Mr. Pier- 
son served for many years as presi- 
dent of the Standard Electric Stove 
Company but following the reorgani- 
zation of that company under the 
name Standard Electric Manufactur- 
ing Corporation, he served for a 
short time as vice president in charge 
of production and research. 

Other officers elected at the same 
time are H. H. Venable, vice presi- 
dent and general sales manager; V. 
K, Perkins, vice president; and E. L. 
Tait, secretary-treasurer. 

The company enters its 27th year 
in the manufacture of electric ranges 
and heating devices. 


* * % 


Adolph Frankel has been appoint- 
ed sales manager of special products 
of the Westinghouse Lamp Division, 
Westinghouse Electric & Manufac- 
turing Company, according to a re- 
cent announcement by Henry J. 
Hoffman, manager of the special 
products department. 

Mr. Frankel will make his head- 
quarters at the Bloomfield plant 
where he started work in 1917. He 
served in various capacities until 
March 30, 1937, when he was made 
merchandising manager of the Lamp 
Division. 

In his new capacity, Mr. Frankel 
will be responsible for sales of Steri- 
lamps, electronic tubes, X-ray tubes, 
and all other products of the Lamp 
Division except lamps. 


* * * 


Walter F. Nelson, formerly asso- 
ciated with the sales promotion de- 
partment of the Westinghouse Lamp 
Division, Westinghouse Electric & 
Manufacturing Company, announces 
his partnership with James W. 
Smith, effective January 1, in a 
firm which will serve as agents for 
several electrical manufacturers. 

Mr. Smith has operated as a manu- 
facturers’ agent for the past two 
years and was formerly connected 
with Graybar Electric Company as a 
lighting specialist. 

The new firm will cover the en- 
tire Southeast, representing manu- 
facturers of wire supplies, lighting 
equipment, specialty appliances and 
other electrical items. Headquar- 


ters will be maintained at 413 Bona 
Allen Building, Atlanta. 
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REVIEW OF NEW APPLIANCES FOR 1939 





General Electric 





HE universal language of 
color makes its bow as a con- 
trol factor in electric cookery 

with the advent of a complete new 
line of electric ranges for 1939, just 
announced by the General Electric 
Company. 

The decision to use color as a ready 
indicator of heat intensity in the new 
ranges was arrived at by G-E en- 
gineers simultaneously with the de- 
cision to extend the use of five-heat 
Calrod units to cover all surface 
cooking requirements of the new 
models. 

Not only is this increased flexibi- 
lity built into the units on the top of 
the range, but into the newly de- 
signed oven, also, where five dif- 
ferent heat applications are being 
offered for the first time. 

Each surface unit in the new 
ranges is equipped with a Tel-a-cook 
light signal, in a panel directly above 
the respective switch, and each of 
the five heats for each unit has a 
color signal of its own. The color 
message which is flashed on with the 
turning of the switch not only indi- 
cates what unit is in use but what 
heat is being used. 

The oven of the new range, also, 
has its own Tel-a-cook light system, 
with indicator located above the 
switch. In addition to the usual pre- 
heat, bake, and broil, the twin-unit 
oven of the new range has two other 
adjustments, and the five stages are 
controlled by a single switch. 

The 1939 G-E ranges feature the 
triple-oven, further adding to the ex- 
treme flexibility afforded by the five 
available heats. Surveys have indi- 
cated that 80 per cent of all oven 
cooking can be done in a small oven, 





Five-heat Calrod units for all surface cooking, Tel-a-cook signal lights with different 
color for each “heat”, and a triple oven to speed cooking are features of G-E ranges 


and to realize this economy without 
sacrificing capacity, the speed oven 
can be used. The lower heating unit 
is moved to center guides, cutting 
the size of the oven in half, and an 
aluminum “economizer” sheet is 
placed underneath. Pre-heat:ng to 
400 degrees in five and a half 
minutes, the speed oven can be used 
for two 9-inch pies, cookies, biscuits, 
or a complete oven meal. 

The master oven, with unit in 
place at the bottom for capacity oven 
cookery, affords ample room for two 
15-pound turkeys, a large ham, or an 
oven meal for 12 people. A super- 
broiler completes the triple oven. 
The duplex Calrod broiling unit has 
a stainless steel plate which directs 
radiant heat downward. Oven shelves 
give three broiling positions at each 
shelf support. 

A convenient temperature dial for 
oven-setting is located on the switch 
panel of the range. The no-stain vent 
in the center of the top surface, 
maintains the proper humidity in the 





Completely new styling and many new features are incorporated in the 1939 G-E 


refrigerators. A new cold storage compartment and more flexible control are introduced, 





oven but keeps the kitchen wall clean 
because of its location. All shelf sup- 
ports are streamlined and oven corn- 
ers rounded making for’ easy 


cleaning. 
GG tors for 1939 exhibit com- 
pletely new styling. Adding 
materially to the utility value of the 
refrigerator, a newly-developed cold 
storage compartment providing lower 
temperature and higher humidity for 
meat storage has been included in 
the new models. 

The changed styling of the new 
G-E line is principally noticeable in 
the fluted door and stainless steel 
base grille. Piano-type hinges which 
assure the doors being held in align- 
ment, a new latch handle and es- 
cutcheon, and a new nameplate im- 
part increased eye-appeal. 

Within the cabinet, the super- 
freezer door and vegetable and fruit 
baskets have been redesigned. All 
shelves have bar fronts and the plas- 
tic shelf supports have been stream- 
lined. The cabinet light has been 
given a new center location, with the 
porcelain liner recessed to form a 
reflector eliminating glare and the 
previous interference with food 
storage. 

A “tel-a-frost”’ indicator, mounted 
on the side of the evaporator, is a 
simple device indicating the proper 
time to defrost. 

Only quick trays with the triple- 
purpose release, are included in the 
new refrigerators. Certain models 
have a large dessert tray with cover 
and a removable super-freezer shelf. 
Fruit baskets and vegetable pans are 
of the sliding type. 

In deluxe models a metal shield has 
been provided to protect the top edge 
of the unit’s compartment door; cer- 
tain parts of the interior are in 
aluminum; and a full set of oven- 
proof pottery dishes is included. 


ENERAL Electric refrigera- 


These models have an exterior finish 
of white porcelain. 

The purpose of the new cold stor- 
age compartment is to provide a low- 
area, 


temperature, high-humidity 
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primarily for preserving fresh meats. 
Located directly under the super- 
freezer, the compartment has an in- 
terior temperature of from five to 
ten degrees colder than that of the 
cabinet proper. 

The 1939 General Electric refri- 
gerators are in three series—the por- 
celain exterior, “PB” group in 5-, 6-, 
8-, 12-, and 16-cubie foot sizes; the 
deluxe “B” line, with Glyptal finished 
exterior, in 5-, 6-, and 8-cubic foot 
sizes; and the standard “JB” series 
in 8-, 4-, 5-, and 6-cubie foot sizes. 

The three largest of the latter 
group have the panelled door and 
black base characteristic of the 1939 
G-E line, and all have the tel-a-frost 
indicator, quick trays, and improved 
center location of light. An apart- 
ment-house model, of four cubic feet 
capacity, built to fit beneath the 
drainboard in a crowded kitchen, 
completes the line. 

All of the new G-E refrigerators 
are powered by hermetically sealed 
units with Scotch yoke compressors, 
protected from the deteriorating ef- 
fects of air, dirt, and moisture by a 
welded steel casing. The mechanism 
operates in a continuous bath of oil 
which is pressured to every bearing 
surface, also cooling the mechanism, 
since after lubricating use it is jetted 
to the top of the steel casing and 
trickles down the sides. 

A single knob controls the entire 
operation of the refrigerator. Twelve- 
point speed contro] allows a wide 
range of flexibility in freezing, and 
moderate’ refrigeration continues 
even during defrosting. The _ stain- 
less steel super-freezer is sanitary 
and easy to clean. 





Hotpoint 





three to six cubic foot capaci- 
ty; three DeLuxe models, five 
to eight cubic foot capacity; four 
Imperial porcelain models, six to 


Fi: Standard models, from 












sixteen cubic foot capacity, and one 
six cudic foot Special model, com- 
prise the 1939 line of Hotpoint re- 
frigerators announced by Edison 
General Electric Appliance Company. 

Mass:ve beauty has been combined 
with streamlined grace to produce a 
new cabinet design for both DeLuxe 
and Imperial models. Like all other 
Hotpoint appliances, these 1939 re- 
frigerators are designed to harmonize 
with other equipment in the all- 
electric kitchen. 

Gleaming chromium hardware is 
applied in a manner to please beauty 
lov:ng eyes. Door handles operate at 
a finger touch, and are properly de- 
signed to avoid catching loose sleeves 
that may brush against them. 

Bonderized all steel cabinets, which 
will not warp, decay or hold odors, 
are finished in baked Calgloss with 
acid-resistant porcelain interiors, ex- 
cept Imperial models, which are por- 
celain inside and out. Cabinets are 
heavily insulated with Thermocraft, 
which is moisture and vermin proof, 
and will not pack down. Textolite 
strips are installed around doors and 
in any position where heat might 
conceivably pass by conduction. 

Hotpoint’s five zones of cold con- 
tinue this year. In the Speed Freez- 
ing Zone, the 1939 stainless steel 
Speed Freezer itself is finished in 
baked Calgloss, with rounded corners 
for easy cleaning. A single knob con- 
trols the sixteen points of tempera- 
ture, and a red button at the_side 
of the Speed Freezer indicates when 
defrosting is needed. Hotpoint’s han- 
dy Pop-Ice trays again offer the con- 
venience and simplicity of “two cubes 
or twenty.” Some models have re- 
movable shelves in the Speed Freezer 
to make room for a carton of ice 
cream or frozen foods. 

Convenience and flexibility are 
raised to a new high in the 1939 re- 
frigerators, with the introduction of 
a new six-way Cold Storage Compart- 
ment located directly beneath the 
Speed Freezer, where temperatures 
are lowest. The lower portion is a 
spacious enameled pan which will ac- 





Hotpoint continues the “five zones” of cold in its 1939 line. Of particular interest is 
the Speed Freezing zone, the Fruit and Vegetable zone, and cold storage compartment 
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Twelve new models make up the Hotpoint 
range line for 1939, featuring new im-, 
provements for economy and convenience. 


commodate large quantities of meat, 
fowl, or other foods. A large, heavy 
glass defrosting tray forms the up- 
per portion which may be used for 
storage, as well as a cover for the 
pan. 

Hotpoint’s Conditioned Fruit and 
Vegetable Zone this year has two 
distinct containers. One, labeled 
“Fruits” is a wire basket for storing 
oranges, lemons and other fruits or 
vegetables having protective outer 
skins. The other, labeled ‘“Vege- 
tables” is entirely of porcelain enam- 
el, for keeping perishable vegetables. 

Hotpoint’s vacuum sealed Thrift- 
master unit, which never requires 
oiling, again utilizes forced draft 
cooling. Automatic motor protection 
is another feature. 


need of every market has been 

considered in the development 
of the twelve 1939 Hotpoint range 
models. Three models in the Royal 
line and four newly styled DeLuxe 
models care for the top markets, with 
nearly every advanced feature in- 
cluded as standard equipment. Five 
Standard models, including the en- 
tirely new Metropolitan and Bell- 
wood ranges, bring beauty, con- 
venience and economy with full cook- 
ing capacity to the lower price 
brackets. 

Outstanding among new 1939 Hot- 
point features, is the double unit Di- 
rectional Heat Oven, with its Five- 
Heat Direct-A-Heat Switch, adding a 
new broiling heat to Hotpoint ranges. 

Hotpoint’s Select-A-Heat Hi-Speed 
five heat feature has been added to 
the Giant size unit for 1939 to give 
a cooking heat for every cooking 
need. Royal and DeLuxe models come 
fully equipped with Select-A-Heat 
Calrod units, and all Standard models 
have one Select-A-Heat Calrod in 
the Utility size. 

Every Hotpoint range is designed 
to harmonize with the complete Hot- 
point Electric Kitchen Ensemble. 
New 1939 styling has been given all 
DeLuxe models through newly de- 
signed hardware, brilliant chromium 
trim, handsome switch buttons and 
door handles. DeLuxe models also 
have a new type pilot light built into 
the center of the backsplasher to in- 


| VERY conceivable cooking 











dicate when the oven has reached the 
desired heat set on the temperature 
control. 

Hotpoint puts a better light on 
surface cooking this year with the 
introduction of its new Venetia-Lite. 
The Venetia-Lite’s four louvres dis- 
tribute soft, glareless illumination 
over the entire range surface. 

A new, easy “in-and-out” switch 
operates the warming compartment 
for food or dishes, which is standard 
on the Salisbury DeLuxe and avail- 
able as an accessory on other DeLuxe 
models. Every model except the Mil- 
ford Standard has the famous Hot- 
point six quart Thrift Cooker. 

Ovens of all 1939 Hotpoint ranges 
—both double and single unit—are 
extra large, completely insulated, 
with porcelain enamel interiors. Em- 
bossed oven shelf supports, an ori- 
ginal Hotpoint feature, are sturdy, 
level, easily cleaned. Strong adjust- 
able height shelves provide complete 
flexibility of position within the oven. 
One shelf is reversible, so that it may 
be raised or lowered an additional 
inch and a quarter. 








Kelvinator 





ELEBRATING the Silver Jubi- 
( lee of the household electric 

refrigerator, Kelvinator, the 
pioneer of the industry, this month 
introduces a line of ‘‘25th Anniver- 
sary Models.” 

Four series and a total of twelve 
models make up the 25th anniver- 
sary line. In capacity they range 
from a three cubic foot size for small 
apartments to spacious 8 cubic foot 
models for homes of large families. 
Despite the many new developments, 
and other increases in value, the av- 
erage retail price of the new refrig- 
erators will be lower than in 1938. 
A special low-price model—an intro- 
duction for families of low incomes, 
and designed and priced to tempt the 
many thousands of families still 
using ice boxes to abandon this old- 
fashioned food storage device— fea- 
tures the line. Unlike many such 
models introduced in the past, it is 
large enough (six and one-quarter 
cubic feet; almost 14 square feet of 
shelf space) to be an important at- 
traction. 

High point of the 1939 Kelvinator 
presentation is announcement of the 
“Polarsphere’? mechanical unit. a 
hermetically sealed bit of mechan- 
ism so small and so light that a 
housewife can easily hold it in her 
hands, and so powerful that engi- 
neers claim one unit actually could 
furnish sufficient cold to refrigerate 
five of the new Kelvinator cabinets. 

Another 1939 Kelvinator advance- 
ment for faster freezing, and more 
efficient refrigeration is the employ- 
ment of injector type refrigerant dis- 
tribution in the High Speed Freezer. 
It sends the refrigerant coursing 
through the tubing faster, and pro- 
vides better contact of refrigerant 
with the tubing. 

In design, the new Kelvinators 
also set a new trend for the home. 
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With beautiful symmetrical cabi- 
nets of simple lines, there is no “gin- 
gerbread,’”’ or excess use of bright 
metal to offend one’s sense of 
beauty. 

The new models appear not to 
have any doors at all, but it appears 
that the entire front opens up. The 
doors extend practically to the edges 
of the sides and top of the refrig- 
erators. This makes it possible to 
use every inch of the sliding shelves. 

The new functional design also 
makes for greater accessibility, and 
visibility. Cabinets are wider and 
not so deep. Food and containers 
are within easy reach, even when at 
the back of the cabinet, and food in- 
ventory can be taken at a glance. 

In addition to the new mechanical 
unit, and the new styling and con- 
struction, the following features also 
are a part of the new line: 

There are two fast freezing shelves 
for the rapid manufacture of ice 
cubes and preparation of frozen des- 
serts. 

All standard models are equipped 
throughout with the new ‘Speedy 
Cube Trays,” which have a _ new, 
two-way cube and tray release. A 
turn of the fingers releases the ice 
trays. 

All parts of the refrigerators are 
lighted by twin dome lights, one on 
each side of the freezing unit. 

In the standard models, Kelvina- 
tor this year introduces a glass-cov- 
ered meat keeping compartment, lo- 
cated just below the freezing com- 
partment. 

Because of the new design of the 
1939 Kelvinator High Speed Freez- 
er, there is much extra room for the 
storage of frozen foods, packaged 
ice cream, meat, game and similar 
foods which require extremely cold 
temperatures. 

Sliding, glass tops make a new 
convenience feature for the new twin 
crispers. They make it possible for 
the homemaker to see the contents 
of the crispers at a glance, and are 
so arranged that they provide an- 
other shelf for the refrigerator. 





Leonard 





made up of nine models, are in- 
cluded in the 1939 line. Each 
model is replete with new features, 
as well as incorporating notable re- 


FF mea series of new Leonards, 
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finements in cabinet design and re- 
frigerating system. 

Center of interest is a new low- 
priced, six-cubic-foot model to be 
known as the ‘‘Leonard Challenger 
Six.’’ It will sell at the lowest price 
ever placed on a Leonard electric 
refrigerator of this size. 

Seven of the new Leonards are 
finished in Leonard Permalain, and 
two have exteriors of life-time Leon- 
ard Porcelain. All models, cabinets 
of which have been completely re- 
designed, feature sturdy and im- 
proved hardware and attractively- 
fluted bases. The latter are slightly 
“extended’’, adding to the refrigera- 
tor’s overall massiveness and solid- 
arity. Welded-steel construction and 
extra-thick ‘‘Leonard Approved” in- 
sulation — hydrolene-sealed — are 
used in all the 1939 Leonard cabi- 
nets. 

Except for minor refinements, the 
condensing unit is identical with 
Leonard’s Glacier Sealed Unit of last 
year. It is a simple, single-cylinder, 
reciprocating type, with a minimum 
of moving parts, all of which, in- 
cluding motor, operate submerged in 
oil. 

Significant improvements have 
been made in the evaporator, which 
is known as the Zero-Freezer. A new 
‘“injector-type’”’ of refrigerant dis- 
tribution is incorporated, insuring 
more even, more efficient freezing at 
all points. The Zero-Freezer’s new 
design permits below-freezing stor- 





The 1939 Kelvinator is powered by the 
“Polarsphere” unit held by the young 
lady. Below, the convenient interior ar- 
rangement and four of the new models 











{HOW DO YOU FEEL ABI 


IT HAS NO PLACE IN THE 
LEONARD WAY OF DOING BUSINESS 


Leonard “puts on the pressure” where it counts 

.. +. 0n products and policies that create no cut. 

throat competition and destructive practices, 
That’s why Leonard dealers stay in business 


SURE—high-pressure selling methods 


get “results!” 


Orders come pouring in. . . sales 
curves go zooming up. . . everybody, 
from the salesmanager down to the 


delivery boy, gets excited. 
° ° ¢ ° 3 
It’s a great party until the “shot in the arm” wears 
off. Then, it’s tough. 
For,sure as shooting, there’s only one thing the “high- 
pressured” dealer can do—get out from under, by any 


method that presents itself... price-slashing, cut-throat 
competition. Then, both he and other dealers suffer. 


* * * 


Leonard distributors don’t use “high-pressure sell- 
. ° ° . 
ing.” They make money without it, and so do Leonard 
dealers. 


Leonard distributors believe in letting the dealer set 
. help him grow, instead of forcing him. 


the pace .. 


YOU BUY AS YOU SELL 
IN THE 


and keep on making money. 


Dealers aren’t tacks on maps, but business men 
with a right to their independence. 

Above all, Leonard gives every dealer territory to 
grow into. 

Naturally, the Leonard Way of Doing Business has 
attracted distributors who are sound and amply 


financed . . . men who long ago learned that their 


growth depends upon the growth of their dealers. 


They like this fair and square and steady way of 
doing business. They appreciate that it means reducing 
dealer mortality, and increasing sales from their outlets. 


If this kind of a slate sounds good to you, look 
up the Leonard distributor nearest you and check 
this advertisement with a lot of personal experiences 
—dealer experiences. 

And for proof of where Leonard does put the 


pressure—see the great Leonard line for 1939! At 
least, why not find out? LEONARD, 14250 Plymouth 


Road, Detroit, Michigan. 


LEONARD WAY, 





look 
reck 
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} 
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SEE IF YOU DON’T AGREE ABOUT LEONARD VALUES 


Sum up all the points. The Glacier 
sealed unit, with a record for low-cost 
trouble-proof service that is, we be- 
lieve, without parallel in the industry. 


New Zero-Freezer—of stainless steel — 
which helps freeze cubes faster and 
also provides storage space for “fast- 
frozen” foods. 


All trays in standard models furnished 
with time-saving “Ice-Popper” Cube 
Release. 


The Master Dial with built in ther- 


mometer, gives customer absolute 
control over temperature. . . assures 
perfect service in hot weather . . . cuts 
down electricity costs. 


Extra-capacity dry storage vegetable 
bin which holds nearly two bushels. 


The glass-covered “Meat File,” and 
*Show-case Food File,” for perfect food 
conditioning. 


New 3-way Len-A-Latch. 


-..and a “supporting cast” of many 
other novel and salable features. 


Albany, N. Y. 
Altoona, Pa. 
Amarillo, Tex. 
Atlanta, Ga. 
Binghamton, N. Y. 
Birmingham, Ala. 
Boise, Idaho 
Boston, Mass.. 
Buffalo, N. Y. 
Charleston, W. Va. 
Charlotte, N. C. 
Chicago, Ill. 
Cincinnati, Ohio 
Cleveland, Ohio 
Columbus, Ohio 
Dallas, Texas 
Dayton, Ohio 
Decatur, Ill. 
Denver, Colo. 

Des Moines, lowa 
Detroit, Mich. 
Dodge City, Kans. 
Escanaba, Mich. 


Grand Rapids, Mich. 


Harrisburg, Pa. 
Indianapolis, Ind. 
Kansas City, Mo. 
Knoxville, Tenn. 
Los Angeles, Cal. 
Louisville, Ky. 
Memphis, Tenn. 
Miami, Florida 
Milwaukee, Wisc. 
Minneapolis, Minn. 
Montgomery, Ala. 
Nashville, Tenn. 
Newark, N. J. 
Newburgh, N. Y. 
New Haven, Conn. 
New Orleans, La. 
New York, N. Y. 
Omaha, Nebr. 
Paducah, Ky. 
Peoria, Ill. 
Philadelphia, Pa. 
Phoenix, Ariz. 
Pittsburgh, Pa. 
Plattsburgh , N. Y. 
Portland, Maine 
Portland, Ore. 
Providence, R. I. 
Richmond, Va. 

St. Louis, Mo. 
Salt Lake City, Utah 
San Francisco, Cal. 
Scranton, Pa.... 
Seattle, Wash... 


South Bend, Ind............... 
Syracuse, N. Y........... 


Toledo, Ohio. 


Trenton, NM. Jo... ..0000 


Tulsa, Okla. 
Washington, D. C. 
Wichita, Kans. 


Williamson, W. Va... 


JT “HIGH PRESSURE? 


Leonard Travels in 


Good Company 


E. S. & E. Co., Inc. 

Electric Appliance Distributors 
Nunn Electric Co. 
Lamar-Rankin Co. 

Morris Distributing Co. 

Magic City Appliance Co. 
Bertram Motor Supply Co. 

J. H. Burke Co. 

Joseph Strauss Co. 

Eskew, Smith & Cannon 

Page-Williamson, Inc. 

L. C. Wiswell Co. 

Schuster Electric Co. 

Arnold Wholesale Corp. 
Appliance Distributing Co. 
Peaslee-Gaulbert Corp. 

York Supply Co. 

Linn & Scruggs 

Hendrie & Bolthoff Co. 

A. A. Schneiderhahn Co. 

Buhl Sons Co. 

Mullin Furniture Co. 

Delta Hardware Co. 

J. A. White Distributing Co. 
Knerr, Inc. 

United Distributing Co. 
Federal Distributing Co. 
Maytag Appliance Co. 
Graybar Electric Co. 
Stratton-Terstegge Co. 

Harry T. Wilson Co. 

Major Appliances, Inc. 

Taylor Electric Co, 

Enger Supply Co. 

Mathews Furniture Co. 
McWhorter, Weaver Co. * 

E. B. Latham Co. 

Shapiro Sporting Goods Co. 
H. M. Tower Corp. 

Radio Specialty Corp. 

E. B. Latham Co. 

Paramount Radio Shop, Inc. 
Gleaves & Son 

Cohen Furniture Co. 

Motor Parts Co. 

Graybar Electric Co. 

J. A. Williams Co. 

A. H. Marshall Co. 

Cressey & Allen 

Electrical Distributing, Inc. 
Ballou, Johnson & Nichols Co. 
Graybar Electric Co. 

Electric Lamp & Supply Co. 
United Electric Supply Co. 
Graybar Electric Co. 
Household Appliance Distributors 
Seattle Hardware Co. 
‘ Cloud Bros. 
Morris Distributing Co. 
. Electric Range & Equip. Co. 
Adams Distributing Co. 
..Otasco Supply Co. 
Southern Wholesalers, Inc. 
McKelvey’s 

Persinger Supply Co. 




















Significant improvements have been made 
in the evaporator of 1939 Leonard models. 
Known as the ‘“Zero-Freezer,” it is said 
to insure more even, faster, efficient 
freezing. Shown above, the new “open 
throat” door, special rearranging shelf, and 
the new styling. Below, the cold storage 
compartment 





**fast- 


packaged ice 
frozen foods’? or quantities of fowl 


age of cream, 
or game. 

In most models, all ice trays are 
of an improved ‘‘Ice-Popper’’ type, 
with both tray and grid of anodized 
aluminum. In the three models in 
the 1939 “special’’ series, half of 
the trays are ‘“‘Ice-Poppers’’ and half 
have rubber grids. A new two-way, 
lever-action tray release also is fea- 
tured on most models. 

Prominent again among Leonard 
features is the Master Dial, an im- 
proved type of cold control that not 
only permits ‘‘finger-tip’’ regulation 
of freezing speeds but also enables 
the user to get exactly the amount 
of refrigeration she desires at the 
lowest possible operating cost. It in- 
corporates an attractive thermometer. 
Also notable among the improve- 
ments are a handy rearranging shelf 
—folding type—on the door; and an 
unusually large Vegetable Bin. The 
latter slides easily on steel “tracks’’, 
and offers convenient dry-storage 
space for nearly two bushels of po- 
tatoes, onions, or other vegetables. 

Most 1939 Leonards, for example, 
have a plate-glass-covered Meat File, 
scientifically located to insure proper 
preservation of as much as 14 pounds 





of meat at temperatures slightly 
above freezing, 

A majority of the 1939 Leonards 
also feature a Showcase Food File 
that ocupies the entire bottom of the 
cabinet. In “P”’ models, this Food 
File is made up of two roomy Crisp- 
ers; in “‘L’’ models the Food File has 
one Crisper and one Fruit and Dairy 
Drawer. The top of the Food File is 
one-piece plate glass. 

Greater food chamber 
ity has been obtained by Leonard 
engineers by incorporating “open 
throat”? door opening and a straight- 
side food chamber in all models, 
thereby eliminating the space-con- 
suming “rolled edge’’ between door 
opening and food chamber. 


accessibil- 





Westinghouse 





Westinghouse has concentrated 
on only 14 new models as com- 
pared with 20 last year. The results 
are improved units covering the ga- 
mut of refrigeration demands from 
a 3.33-cubic-foot capable of freezing 
44 ice cubes to a 19.2-cubic-foot re- 
frigerator with a capacity of 148 ice 
cubes. 
All but one model in the new line 


[* its 1939 line of refrigerators, 
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“Right-o-Cube”’ ice trays 
are finished in either “Du 
Lux’? or white porcelain. The four 
models from H-3-39 to and includ- 
ing H-6-39 are equipped with moon- 
stone white chilling tray, two ice 
cube trays, a multi-service tray, and 
eight-point temperature regulator. 

Six models from series A-5-39 to 
E-8-39 feature True-Temp cold con- 
trol, the Humidrawer, automatic in- 
terior lighting, built-in door ther- 
mometer, sliding Adjust-o-shelf, 
Meat Keeper and refrigerated shelf. 
The number of ice trays varies with 
the model. 

The S-6-39 model finished in “Du 
Lux” has a 6.2 cubic-foot capacity 
and is equipped with two small ice 
trays, a small multi-service tray and 


include 
and all 


a refrigerated shelf, controlled by 
an eight-point temperature regula- 
tor. 

The largest member of the 1939 


family has a 19.2 cubic-foot capacity 
with an output of 236 ice cubes. Its 
freezing unit includes eight Eject- 
o-Cube trays, two multi-built-in 
porcelain crisp service trays and two 
refrigerated shelves. The cabinet 
equipment includes two Meat Keep- 
ers, built-in utility keepers, satin 
finished basket, two eight- 


froster 





Above, the new “True-Temp” control with 
which Westinghouse refrigerators will be 
equipped for 1939. It maintains a con- 
stant temperature in box, regardless of 
kitchen temperature. Also shown above 
is the new Humidrawer and the separ- 
ately suspended glass cover serving as 
an additional shelf. Below, the young 
lady demonstrates the new “Ezy-Latch.” 
The flexible interior arrangement adds to 
the convenience of this line. ; 
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Lovely to Look at... but 


A MIGHTY TOUGH SPOT FOR 





That’s why Amarine-40 
Rubber Insulated Cables are 


being used at San Francisco’s 


Treasure Island 





REASURE ISLAND, the site of 
the GOLDEN GATE Interna- 
tional Exposition is “made land.” 
This beautiful spot was literally 
pumped up from the bottom of the 
sea. The soil which composes Treas- 
ure Island contains quantities of salt 
and other deleterious substances. 
Where could one find a spot that 
offered tougher conditions for cables 
to resist? 
The Engineers of the Golden Gate 


AMERICAN 


Columbia Steel Company, San Francisco, Pacific Coast Distributors 


ras ich 


we we ite aks 


THIS CABLE is 4/0 single 
with 10/64” of 40% 
over all. The cable is laid directly in the ground 
with no external protection whatsoever. 


International Exposition thoroughly 
investigated rubber insulating com- 
pounds for use in their buried feeders 
which must supply the various build- 
ings and equipment on Treasure Is- 
land. The result was that they speci- 
fied Amarine 40 or its equivalent and 
purchased a large quantity for this 
service. 

Amarine-40 is an insulating com- 
pound designed especially for cables 
operating under water without pro- 


STEEL & WIRE 


Cleveland, Chicago and New York 





United States Steel Products Company, New York, Export Distributors 


BURIED CABLES 


conductor insulated 
Amarine with tape and braid 





tection of lead or other water-proof 
coverings. Its outstanding character- 
istics are low water absorption, low 
specific inductive capacity, good ag- 
ing qualities and high insulation re- 
sistance. Amarine compound is still 
serving in some of the earliest installa- 
tions of non-leaded submarine cable. 
Its excellent properties were the rea- 
sons for the Exposition Engineers’ 
decision to use Amarine-40 for this 
severe service. 


COMPANY 
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point temperature regulators. 

The ‘“True-Temp’’ control will 
maintain a constant temperature af- 
ter it has been set at any point be- 
tween 34 and 50 degrees above zero 
Fahrenheit. In addition, it is capable 
of producing extra-fast freezing at 
as low a temperature as 20 degrees 
below zero in the evaporator. 

The combination of sound-proof- 
ing insulation, a hermetically sealed 
compressor, elimination of belts and 
gears, and three-point cushion rub- 
ber mountings has suppressed oper- 
ating sounds to a whisper. The sealed 
compressor shell locks out all me- 
chanical trouble and locks in effici- 
ency and motor noise. The ‘‘Econo- 
mizer’’ unit has been made freer of 
vibration than ever before, by 
mounting two feet of the unit on 
cushion rubber at the bottom and 
suspending the condenser on a third 
mounting. The complete unit is en- 
closed in a sound-proofed chamber 
insulated with ‘“‘Arborite’”’ and ‘‘Ker- 
sey Jute.” ; 

In addition to the refrigerating 
coils which surround the evapora- 
tor in all 1939 models, some of the 
new Westinghouse refrigerators also 
contain a refrigerated shelf through 
which the refrigerant is routed to 
provide even greater cooling surface 
and rapid freezing of ice cubes. 

One of the froster shelves in this 
year’s models is removable, provid- 
ing extra freezing space for frozen 
fruits and desserts, or storage space 
for four quarts of ice cream. 

The porcelain interiors of all 1939 
models are so designed that they pro- 
vide 10 per cent additional shelf 
space for the equivalent cubic-foot 
area in the 1938 models. At the same 
time, the designers have enlarged 
the Westinghouse Meat Keeper so 
that it holds 15 pounds of meat as 
compared with 10 pounds in the 
previous models. Because of its spe- 
cial construction, location and all- 
way circulation of cool air, the Meat 
Keeper maintains a temperature four 
degrees lower than the rest of the 
storage space and retains 85 per 
cent humidity. 

A spacious Humidrawer, a mov- 
able storage compartment in the bot- 
tom of the refrigerator, performs 
the same protecting duties for veg- 
etables and fruits that the Meat 
Keeper does for meat. In the 1939 
models the transparent glass cover 
of the Humidrawer is independent- 
ly suspended so that the drawer and 
cover may be moved separately. The 
glass top serves both as a bottom 
shelf for the food compartment and 
as the top and humidifier of the 
Humidrawer. 

The full-vision door affords great- 
er accessibility to the storage shelves 
and harmonizes with the rounded 
corner, single-piece, steel construc- 
tion of the rest of the cabinet which 
is solid to the floor. An indented 
toe-well of black steel at the bot- 
tom is comparable to the solid foun- 
dation of a modern building. The 
door is equipped with two double 
ball-bearing steel hinges which are 
chrome-plated to a satin finish. Its 
“Ezy-Latch” door handle works 
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three ways to open the door by a 
push or pull to the right, left or 
outwards. It is large enough to be 
operated by the elbow. 


the Westinghouse range line 

for 1939. Among the new fea- 
tures incorporated is the introduction 
of Columbium alloy for the solid steel 
top of the Corox heating units. 
Columbium alloy resists corrosion, 
heat, and carbide precipitat:on at 
high temperatures, eliminates scale 
formation due to change of internal 
molecular structure, and consequent- 
ly has a longer life than most metals. 

Other features of the 1939 line 
which contribute to the economy of 
electric cooking are: 

The Corox “Economizer” surface 
unit which cuts monthly electric cook- 
ing costs about 18 per cent and re- 
duces the cost of cooking some foods 
as much as 46 per cent. By flattening 
the formerly oval radiating ribs in 
the metal-topped heating units, the 
engineers have enlarged the metallic 
contact with the bottom surface of 
cooking utensils, and so increased 
heat output. 

Increased wattage in the new sup- 
er-oven reduces the current operation 
time to nine minutes out of the cook- 
ing hour as compared with 12 
minutes in the 1938 ranges. 

The super-oven now contains both 
a top and bottom heating element 
plus a separate broiling element, pro- 
viding two distinct oven heats. The 
bottom unit has an output of 3,000 
watts, the top 1,000 watts, and the 
broiler 3,000 watts. As an input of 
only 600 watts is required to main- 
tain the oven temperature at 400 de- 
grees Fahrenheit, the addition of the 
extra 1,000 watts this year has great- 
ly reduced the operating cycle of the 
oven. 

The “Economy Cooker” and the 
“Econo-Cooker’ — modern electrical 
versions of the Dutch Oven—bring 
the cost of preparing a complete 
meal down to approximately one 
penny’s worth of electricity. 

In conjunction with the more effi- 
cient broiler heat element, the home 
economists of Westinghouse have 
designed a new ‘‘Menu Master’’ broil- 
er pan, made of aluminum so that 
it is one and one-half pounds lighter 
than conventional pans. As a broiler 
it has a 12-chop capacity; with the 
grill removed it becomes a utensil 
for roasting or cooking escalloped 
dishes and puddings. The bottom is 


| IGHT models are presented in 


Economy and convenience are the fea- 
tures stressed in the Westinghouse range 
line for 1939. At the left above, the 
“Econo-Cooker,” a portable cooker with 
temperature control. It will cook a com- 
plete meal for five people at a cost of 
a penny. At right is the deep-well 
“Economy Cooker” that greatly reduces 
cooking costs. It is standard equipment 
on most models. Improved automatic 
controls and a new super-oven with three 
elements are outstanding features of the 
new line. New improvements are an- 
nounced in the Corox heating units, in 
design and materials, which results in 
increased efficiency. 








round and designed to fit the eight- 
inch surface Corox unit, converting 
the broiler into a gravy maker. 

Signal lights, clocks, automatic 
time controls, thermostats and 
“Minute Minder” signal bells have 
harnessed this electric servant to the 
will of the cook. 

Baking has been reduced to setting 
the single dial oven control, which 
automatically turns on the current 
and sets the thermostat at the de- 
sired temperature. 

In preparing baked or roasted 
foods which are known to require a 
certain time to cook at a constant 
temperature, the operation is even 
simpler. Set the time control and the 
oven will be turned on and off at the 
pre-determined moment. 

The “Minute Minder” stands watch 
over surface cooking on top of the 
range. This device rings a bell to 
signal “time’s up” for dishes requir- 
ing less than 60 minutes. 
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GENERAL CABLE CORPORATION 
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Hydraulic CONDUIT BENDERS 
Knockout PUNCHES 

Knockout CUTTERS 

Cable PULLER 

Joist BORER 

Electricians’ AUGER BITS 

Bit EXTENSIONS 

Hydraulic PIPE PUSHER 


Do You 
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Copy of 
Catalog 
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as well as others of interest. If you 


do not have a copy, send for one now. 


GREENLEE TOOL CO. 


1707 Columbia Ave. 
ROCKFORD 


GREENLEE TOOL CO., 1707 Columbia Ave. 
Rockford, Illinois 
C Piease send a copy of Catalog No. 31E. 


Especially interested in 


Name ____-- : ies 


Street ____- ; = : 


mR 32 ne 


My jobber is_ ES-2-39 





No. 31E? 


Our new catalog, No. 31E, illustrates 
and describes all the tools listed above, 


ILLINOIS 
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Wholesaler’s Activities 





Supply Company Announces 
Personnel Changes 


Among recent changes in personnel 
announced for the southeastern dis- 
trict of Westinghouse Electric Supply 
Company is the appointment of J. H. 
Campbell as division manager, Caro- 
lina Division, with headquarters in 
Charlotte. Mr. Campbell has been as- 
sociated with the Westinghouse Elec- 
tric Supply Company since 1926, his 
first four years being served with the 
Indianapolis brance. Since 1930, and 
up to his recent appointment, he was 
attached to the Detroit branch. 

Stephens R. Clark was recently 
appointed as apparatus salesman for 
the Atlanta territory. Mr. Clark 
started work with the Westinghouse 
Electric & Manufacturing Company 
following his graduation as a me- 
chanical engineer from Clemson Uni- 
versity in June, 1937. More recently 
he was employed in the warehouse 
and office of the Supply Company in 
Columbia, S. C. 

Edgar Jones was recently appoint- 
ed as merchandise territorial repre- 
sentative in Columbia, S. C. He was 
formerly engaged in sales promotion 
work for the Virginia Electric and 
Power Company at Norfolk. 


Perry-Mann Opens Charleston 
Branch Office and Warehouse 


To better serve the electrical trade 
in the Charleston territory, the Per- 
ry-Mann Electric Company of Co- 
lumbia, S. C., announced the open- 
ing of a Charleston branch on Janu- 
ary 15. 

The new branch, which will be lo- 
cated at 163% Meeting Street, will 
carry a complete stock of electrical 
supplies and appliances. 





Graybar Announces Changes 
In Organization — 


Effective January 1, 1939, the fol- 
lowing changes in organization have 
been announced by the Graybar 
Electric Company: 

The branch house at New Orleans, 
Louisiana, formerly in Atlanta Dis- 
trict, will be transferred to the 
Southwestern District. 

The branch house at Knoxville, 
Tennessee, formerly in the Cincin- 
nati District, will be transferred to 
the Southern District. 





New Appliance Distributor 
For Birmingham Announced 


A new wholesale distributorship 
has been established in Birmingham 
by the Magic City Appliance Com- 


pany at 2104 First Ave., North. The 
concern has the distributorship for 
North Alabama for Leonard electric 
refrigerators, for all Alabama for 
Apex washers and ironers, and will 
also distribute Standard and Elec- 
tromaster electric ranges. A line of 
gas ranges will also be carried. 

Officers of the concern are E. H. 
Abernathy, president, formerly with 
E. R. McDavid & Company; B. G. 
Chew, vice-president, and Mayo 
Manasco, secretary. 





Leonard Refrigerator Distributor 
Appointed in Memphis 


Harry T. Wilson, Inc., Memphis, 
Tennessee, will distribute the Leon- 
ard line in northern Mississippi, wes- 
tern Tennessee and northeastern Ar- 
kansas, according to announcment by 
Ray Legg, general sales manager, 
Leonard Division, Nash-Kelvinator 
Corporation. 





555, Inc., Announce Two 
New Electrical Lines 


555, Inc., automotive and electri- 
cal supply jobber of Little Rock, an- 
nounce their appointment as_ state 
distributor for the complete line of 
Knapp-Monarch table appliances. In 
addition, 555 is state distributor for 
the entire Kelvinator line and Prog- 
ress vacuum cleaners. Frank Burk is 
manager of the household appliance 
division. 


Association Activities 
(Continued from page 52) 


posed of those identified with the 
advancement of the interests of 
the electrical industry, the Elec- 
tric League has 55 members and is 
known as one of the oldest civic 
organizations in Memphis. 





Richmond League Program 
Features Adequate Wiring . 


Boyd A- Probert, district mana- 
ger of the General Electric Sup- 
ply Company, was elected presi- 
dent of the Electrical League of 
Richmond at the annual meeting of 
the organization, held early in 
January. 

Other officers elected were: El- 
bert T. Magruder, plant superin- 
tendent, Chesapeake & Potomac 
Telephone Company, vice presi- 
dent; J. S. Hamilton, agricultural 
engineer, Virginia Electric & Pow- 
er Company, secretary; and C. V. 
Pemberton, of M. A. Pemberton & 
Brother,’ electrical contractors, 
treasurer. 

Following the reports of officers 
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and standing committees, Charles 
Millhiser, III, of the Virginia Elec- 
tric & Power Company, spoke on 
“Some National Aspects of the 
Adequate Wiring Program” in 
which he pointed out the progress 
made throughout the country in 
obtaining better wiring conditions 
for the home and the expansion to 
be made in this activity during 
1939 to include commercial and in- 
dustrial institutions as well. 


Novel Lighting Fixture Proposal 
Eliminates Misunderstandings 
(Continued from page 22) 


Z. Hirsch, owner of the Okla- 
homa Electrical Suply Co., said that 
the plan has materially helped his 
firm in obtaining and holding busi- 
ness. It satisfies the cystomer for 
he can tell at a glance that he is 
getting the type of fixtures or- 
dered, in the proper numbers. The 
plan also reduces the number of 
complaints due to misunderstand- 
ing as to the types and costs of 
fixtures to be installed. Mr. Hirsch 
said. 


Low Cost of Electric Cooking 
Theme of 1939 Campaign . . 


(Continued from page 11) 


signed to carry utility or dealer 
signature, tie right in with the na- 
tional advertising, too. A full set 
of radio spot announcements— 
from 20 to 100 words—give deal- 
ers and utilities complete material 
with which to go on the air. 

Manufacturers are enthusias- 
tically co-operating in the cam- 
paign by supplying newspaper mats 
that also bear the “Guess Again” 
idea. The Modern Kitchen Bu- 
reau’s meal-planning book—“Meals 
Go Modern Electrically,” is an- 
other sales too] to be used. 

This year, again, the Bureau gives 
sales training the special considera- 
tion that it merits by making avail- 
able to dealers and utilities a 
point-by-point Selling Guide that 
gives retail salesmen a sure-fire 
way of putting across the story of 
low-cost electric cooking. 

The whole campaign, complete 
in every detail, has been set in mo- 
tion. Already in the mail are com- 
plete plan books, outlining the cam- 
paign minutely, suggesting ways 
in which dealers and utilities can 
get the most benefit from the tre- 
mendous amount of sales stimulus 
created for them. 

Everything is set for a big year 


ELECTRICAL SOUTH for FEBRUARY, 1939 


* 


METER ¢ RELAY TEST SWITCHES 
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THE SUPERIOR SWITCHBOARD & DEVICES CO. 
CANTON , OHIO 
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Just screw on. No 


twisting of wires necessary. 





WIRE JOINTS WITHOUT SOLDER 

(Less Expense—Greater Safety) 
CONVENIENT TO USE! 

This modern way for making wire joints wins the wiring jobs 

—because the work is cleaner and neater; IDEAL“Thread-on” 


Wire Connectors eliminate solder, tape 
and open flame; No scorched ceilings or 


walls are left after the job is done. 


The Connector is screwed on just like a nut on a 


bolt, pressing clean threads into the wires and 


forming a joint that is better electrically, stronger 


mechanically. 


Available in a variety of sizes for joining from 2 No. 20 to 3 No. 10 wires. 


FULLY APPROVED—Listed by Underwriters’ Laboratories, Inc. 





| SAMPLES UPON REQUEST | 





1017 Park Avenue 





(ELECTRICAL PRODUCTS DIVISION) 


IDEAL COMMUTATOR DRESSER COMPANY 


Sycamore, Illinois 





for electric ranges in 1939! Canny 
dealers and utilities everywhere 
are climbing right on this cannon- 
ball express that’s headed for 
greater sales, greater revenue— 
and they’re whooping it up for 
their own electric range spring 
showings in April, May and June! 


Should Utilities Continue 
Appliance Merchandising 
(Continued from page 10) 


sell extended use of electric cook- 
ery and our own electricity. 
If, as utilities, we continue ag- 


gressively to sell appliances at 
standard prices and terms and do 
it at a fair merchandising profit, 
good dealers can and will be de- 
veloped by manufacturers and job- 
bers. If, at the same time, we ag- 
gressively and creatively sell the 
need, value and cheapness of elec- 
tric service, the volume of appliance 
sales and the volume of kwh sales at 
better load factor will be greater 
and grow more rapidly than if we, 
armed, or rather disarmed, with 
some apparent merchandising ad- 
vantage, go it alone. 

If, in fair competition with es- 














OVER 1000 UTILITIES 
CAN’T ALL BE WRONG 


When over 1,000 public utilities standardize on 
MARSHALL’S ONE - PIECE LINEMEN’S 


SHIELDS, you can feel pretty sure that they 
cannot be improved on for the perfect protection 
of linemen from “hot” lines and icy wires—that 
they enable the men to do their work quickly 
without worry. None of these utilities have suf- 
fered a loss of life since they started using 
MARSHALL SHIELDS. Write today for prices 
to Linemen Protector Co., 1744 W. Alexandrine, 


Detroit, Mich. 


MARSHALL’S 
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LINEMEN’S SHIELDS 




















tablished dealers, we do not make 
a fair profit by aggressively selling 
appliances let’s give it up and spend 
all our time and talents on the sale 
of our service and the promotion of 
the sale and use and extended use 
of appliances. We know that our 
service is valuable, dependable and 
cheap. Selling it is so much worth- 
while. If we sell it on its merits, 
our customers will buy appliances 
from some established and reliable 
outlets, whether we merchandise 
appliances or not. 


Dealers Play Important Role 
In Lighting Campaign 
(Continued from page 6) 


The second phase of the cam- 
paign was an activity for the Ala- 
bama Power Company’s merchan- 
dise sales department. This activity 
included the sale of I. E. S. lamps 
and lamp bulbs only. The quotas 
established for all six divisions of 
the company were 1,000 lamps and 
50,000 lamp bulbs. The success of 
the activity is indicated by the fact 
that actual sales amounted to 
nearly twice the quotas established. 
In addition to the regular com- 
missions and bonus payments, prize 
trips to the Sugar Bowl game in 
New Orleans on January 2 were 
offered as a sales incentive. 

The third phase of the activity 
was a special campaign for Ala- 
bama Power Company lighting 
sales personnel. The equipment 
featured in this campaign included 
Mazda lamp bulbs, I. E. S. type 
lamps, residential drop cord fix- 
tures, and commercial type adapter 
unit, including permanent fixtures 
for office and store interiors. 

The residential and commercial 
lighting specialists who  partici- 
pated in this phase of the activity 
were not eligible for commission 
on merchandise sales but received 
credit for both company and dealer 
sales to customers in their terri- 
tory. 

These specialists were charged 
with the responsibility of making 
certain that all company employees 
and dealers handling lighting 
equipment in their respective terri- 
tories were informed as to the de- 
tails of the campaign. They called 
on more than 16,500 residential 
customers and 3,000 commercial 
customers with a view of assisting 
them in improving their lighting 
conditions and prepared a daily list 
of prospects obtained from these 
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calls which were distributed to all 
local dealers. 

Each of the company’s home 
lighting specialists and each com- 
mercial lighting engineer was as- 
signed an individual quota for the 
campaign period. Trips to the 
Sugar Bowl football game as well 
as cash prizes were awarded to 
lighting specialists who exceeded 
their quotas by the greatest per- 
centages, 

Much of the success of this cam- 
paign is attributed to the adver- 
tising and publicity which sup- 
ported it. The Alabama Power 
Company ran a _ comprehensive 
schedule of newspaper advertise- 
ments in both daily and weekly 
newspapers throughout the state 
and a considerable amount of space 
was also contributed by lamp man- 
ufacturers and distributors. 





ELECTRICAL ESTIMATE 
BLANKS 


(fine for estimating on FHA jobs), Time Sheets, 
Job Tickets, and other useful printed forms fer 
Electricians our specialty. Reasonable prices 
which include delivery. Prompt attention to {n- 
quiries and orders. Write for free samples. 


L. FINK & SONS, Specialty Printers 


1838-44 Elm Ave. Laurel Springs, New Jersey 
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(Above). HOTEL LIFT THIS PLUNGER SNAP IT BACK INTO 


ewe. 5 
ow hese TO RELEASE IT— PLACE AFTER CLEANING 





“he 
COLLIER FLORIDA Hotels 


DISKONECT REFLECTORS 
—MUCH EASIER TO SERVICE 


@ For good illumination, your reflectors must be removed 
now and then for cleaning. To make an easier job of it, the 
Diskonect is released or attached in an instant, without 
fussing with tools or wiring. You needn’t twist, tug or force. 
A simple, spring-set plunger releases or locks the reflector 
and lamp as a unit. Offered in a variety of styles. 


ASK FOR LITERATURE 


OODRICH 


HERE'S a special sunbeam waiting 
‘Te warm you and smiling seas 
to wash away your worries—at each 
one of the twelve famous COLLIER 
FLORIDA hotels. You’ll find some- 
thing pleasant to do...to see...to enjoy 
every minute of the day. Every facility 
for sports is yours to command. 
a COLLIER FLORIDA is the largest 


system of hotels in Florida—you can 





ELECTRIC al MP AW Y 








. depend on any one you choose to make ae 
, : GENERAL OFFICES AND FACTORY: 2920 N. OAKLEY AVE., CHICAGO, ILL. 
: your stay the most enjoyable event 
" in your life. Reservations are advised. 
‘ 9 HOTELS DOMINATING THE WEST COAST C. B. R * G E RS 
European American 
Hotel Manatee River . $3.50 up $7.00 up 1 hOB 
Bradenton 
Hotel Charlotte Harbor 8.00 up ELECTRICAL HEATING ENGINEER 
Hotel Sarasota Terrace ; 3.50up 7.00up CHROMALOX 
Sarasota ELECTRICAL HEATING UNITS 
Hotel Tampa Terrace - 3.00up ond 
” ampa 
Hotel Floridan ‘ett 3.00 up CHROMALOX 
imme 11.00 up EQUIPPED PRODUCTS 
GasparillaInn. ... 11.00 up 
Boca Grande ee OD 7] 
Everglades Inn nae 2.50up 5.00up 1000 PEACHTREE STREET 
Rod & Gun Club . os 8.00 up ATLANTA, GEORGIA 
vergtades 














2 OF THE EAST COAST’S FINE HOTELS 


fotel Royal W Ae : } 
ees oe ee! ee OX super-Speed 
Hotel Dixie Court. = 3.00 up 
- Palm Beac . 







RANGE UNITS 


Showing the way to better elec- 
tric cooking, and more of it. . . 
building load for power compan- 
_ ies . . . building business for 
m dealers . . . building 
sales for range manu- 
facturers. Sell Chrom- 
alox-equipped ranges. 
Use Chromalox units 
for replacement. They 
fit all ranges. 


ATLANTA, Ga.—C. B. Rogers, 1000 Peachtree St. DALLAS, <a 
COLLIER FLORIDA COAST HOTELS | sce s*esStcS. edt ett Bide SicRA AS Tee 

Phillips. OKLAHOMA CITY, Okla.—Paul Berry, 3128 'N. W. 26th st. 
Barron G. Collier, Pres. Geo. H. Mason, Gen. Mar. 

EDWIN L. WIEGAND co., 7600 Thomas Blvd., Pittsburgh, Pa 


IN THE LOVELY LAKE AND CITRUS REGION 
Hotel Lakeland Terrace 3.00 up 









Consult any travel agent, the hotels direct or 


COLLIER FLORIDA COAST HOTELS 
745 Fifth Avenue, N.Y.C. Eldorado 5-6700 
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The Advertisers’ Index is published as a convenience, and not as a part of the advertising contract. 
Every care will be taken to index correctly. No allowance will be made for errors or failure to insert. 
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Air Controls, 
Aluminum Co. of America 
American Coolair Corp. 
American Steel & Wire Co. __ 
Automatic Electric Mfg. Co. __ 
Autovent Fan & Blower Co. _____- 


B 


Buffalo Forwe Co. ...........~ 
Burndy Engineering Co., Inc. __ 
Bussman Mfg. Co. : ta 
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Columbia Steel Co. aS = 
Corcoran Brown Lamp Division 
Crescent Insulated Wire & Cable Co 
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Diehl Mfg. 
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Edison General Electric Appliance Co. 
Electric Vacuum Cleaner Co. __ 


F: 


Fink & Sons, L. - 
Frigidaire Corp. 
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General Cable Co. __ __- 
General Electric Co., (Wiring Materials) 
General Electric Co. (Fans) 

General Electric Co., ore < 
General Electric Co. Refrigerators) (Tees 
Goodrich Electric Co. a 
Graybar Electric Company 
Greenlee Tool Company —_~- 


H 


Hazard Insulated Wire Works ___- 
Hotels Collier Florida Coast ____ 
Hotel Lennox 

Hotel Mayfair __ 

Hunter Fan & Ventilating Co. 
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Ideal Commutator Dresser Co. - 
Insulation, Inc. 


Inc. eee eee = 


OO. .<< 
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Kelvinator Corp. 
Knox Porcelain Corp. 
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Leonard Refrigerator Co 
Linemen Protector Co. 
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Okonite Company 
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Premier 
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Rogers, C. B. 


S 


Samson United Corp. 
Sangamo Electric Co. 
Shepler Stove Co., F 
Signal Electric Mfg. 
Silex Company __-_- 
Superior Switchboard & Device Co. 
Square D Company Ane 
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Tork Clock Co., Inc. —- chet 
Trico: Fuse Mig. Co.............. = 
Trumbull Electric Mfg. Co. __ 
Twentieth Century Eng’g. Co. 
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United States Steel Co. 


VV 


Victor Electric Products, Inc. 
Viking Air Conditioning Corp. 
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Walker Electrical Co. 
Westinghouse Electric & Mfg. Co. (Fans) _ — 
Westinghouse Electric & Mfg. Co. (Ranges) ____- 
Westinghouse Electric & Mfg. Co. 

(Refrigerators) : ee 14 and 15 
Westinghouse Electric & Mfg. Co. (Water Heaters) __ 16 
Wiegand Co., Edwin L. ___- 67 
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Youngstown Sheet & Tube Co. __--_~ 2 Sasaociea ere * 
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